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Summary

iClick2 Media is a production and distribution company that specializes in

making content available on various digital formats and mediums. Alphastar is an FCC-

licensed domestic fixed satellite company authorized to uplink and downlink in the Ku-

band, and downlink in C-band. The two companies have formed a joint venture termed

American Independent Radio or AIR, through which they are seeking to serve as the sole

designated entity that would manage all independent supplier and content looking to get

carriage on the Sirius XM set aside. In the alternative, AIR is seeking to be named the

independent trustee to manage and aggregate the programming content from third party

content suppliers that will be made available on the independent channel allotment.

Given the flaws in lotteries, and first-come, first –serve allocations, in that they do not

guarantee the best, unique and innovative content to be awarded slots, the selection of an

independent trustee is the best case alternative.

In addition, the Commission needs to be mindful of a decision to adopt a

definition of Qualified Entity that encompasses race classifications. There are already

indications on the record that there are interested parties that may challenge any decision

to use such a race-based definition in its Order. To remove itself from the taint of

selecting leasees based on race, the Commission may be best advised to permit an entity

like AIR to act in that independent trustee role and select the applicants. In the

alternative, since Sirius XM came up with the definition in the first place, a solution may

be to authorize Sirius XM to select the designated entity. It is AIRs wish that it be that

entity.
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AIR is uniquely qualified and positioned to be a true independent entity to

administer all of the 24 channels because through AlphaStar it has the unique

transmission facilities, studios, satellites and equipment to prepare the independent

content it would aggregate from the independent content, and to source, encode, package

and prepare it for delivery onto the Sirius XM satellite head end.

AIR has committed to adopt a quasi-public process in selecting the slate of

applicants. It will encourage participation from the pubic in helping it finalize the

selection criteria, the selection committee that will determine which supplier programmer

gets on air and will permit comment and review of the ultimate applicants selected before

the November 2009 proposed launch.
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Before the
Federal Communications Commission

Washington, D.C. 20554

In the Matter of )
Implementation of Sirius-XM Merger ) MB-07-57
Condition That Four Percent of Audio Channels )
Be Leased To Qualified Entities and Extends the )
Deadline for Compliance with This Condition )

To the Media Bureau:

Comments of
iClick2Media, Inc. and Alphastar International, Inc.

iClick2Media, Inc. and AlphaStar International Inc. submit these comments in the

above-captioned proceeding in response to the Media Bureau’s request for input on the

Implementation of Sirius-XM Merger Condition that Four Percent of Audio Channels Be

Leased To Qualified Entities and Extends the Deadline For Compliance.1 This request

asks for input on a range of implementation issues, including (1) the definition of a

Qualified Entity or Entities, (2) the process for establishing eligibility including the

technical and financial qualifications of lessees, (3) the criteria for selecting among

competing applicants where demand exceeds supply, (4) the technical aspects of

allocation capacity to lessees, (5) the duration of the long-term lease, as well as other

terms and conditions of services.

iClick2 Media is a production and distribution company that specializes in

making content available on various digital formats and mediums. Alphastar is an FCC-

licensed domestic fixed satellite company authorized to uplink and downlink in the Ku-

1 Public Notice, “Media Bureau Seeks Comment on Implementation of Sirius-NM Merger Condition” MB
Docket No. 07-57, February 27, 2009/
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band, and downlink in C-band. The company was one of the few original Direct-to-Home

satellite services to serve rural parts of America, including Alaska, Hawaii and Puerto

Rico. AlphaStar is preparing to launch a hybrid satellite/terrestrial broadband wireless

service. The two companies have partnered to form a venture it will call American

Independent Radio or AIR, with the intention of serving as the sole designated entity

and the independent trustee to manage and aggregate the programming content from third

party content suppliers that will be made available on the independent channel allotment.

The below comments summarize why the Commission should elect an

independent trustee or a sole designated entity to manage the content, and in particular,

why AIR should be that one selected entity.

I. Selecting AIR would Foster Competition through the Creation of an
Entirely Independent Entity Capable of Managing, Aggregating and
Preparing Unaffiliated Content for Transmission
The Commission seeks comment on “whether there should be a single lessee or

multiple lessees”, whether Sirius XM should be part of the selection process, and if not

who should make the selection.2 AIR proposes that one entity be the lessee or trustee for

selecting the sub-leasees. If the Commission is so inclined to select this option, AIR

proposes that it be named the sole leasee or trustee. AIR is not proposing to produce

content, per se, unless required3 and therefore it is requesting to be the leasee for the

limited purpose of serving as the independent trustee, if you will, to manage the content.

For the purpose of this comment, AIR will refer to the program or content suppliers or

programmers as “independent content programmers.” AIR shall designate, or assemble a

board, committee, or entity, who’s only purpose will be to decide how and who to

allocate a channel or a time share on a channel.

a. AIR is uniquely qualified and positioned to be a true independent
entity to administer all of the 24 channels.

The Commissions asks for input on establishing the technical financial eligibility of

leasees.4 Certainly, the selected entity should possess previous radio management and

2 Public Notice at para 3.
3 In circumstances, where necessary, AIR has the capacity to create content, if needed.
4 Public Notice at para3.
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investment history, financial capability and reflect diversity of ownership, for attribution

purposes; accordingly, those who have a current ownership interest in terrestrial assets

and satellite radio should be given secondary treatment to those with no interest. If the

goal is to advance new entrants and opportunities for those traditionally locked out of

media ownership opportunities, the Commission should consider limiting the eligible

entity in this way. AIR possesses the management and financial capability of being the

sole designated entity and is prepared immediately to present the background and

experiences of its Board of Advisors and Directors, in addition to its financial

qualifications. As previously stated on the record by Alphastar5, the AIR initiative has the

financial resources to launch the service within months of being awarded the lease. AIR

is even uniquely positioned to serve as the independent entity, if only for the fact that it

has an existing satellite uplink service and other facility capabilities to handle and prepare

the content for transmission to the Sirius head end. This reality makes AIR a fully

independent entity which would completely eliminate the need for Sirius XM to have to

handle the content in any respects, and thereby maintaining the integrity of the

independent status.

Before the Commission even approved the Sirius-XM merger, Alphastar came

forth to express its interest in managing an independent set-aside if the conditions of the

merger so dictated.6 In its communications, Alphastar argued that

5 Letter from Jeneba Jalloh Ghatt, Counsel to AlphaStar, to Kevin J. Martin, Chairman, FCC (Jul. 16, 2008)
at 1 (advocating that an independent entity administer leased capacity); see also Letter from Jeneba Jalloh
Ghatt, Counsel to AlphaStar, to Rudy Brioche, Legal Counsel for Media Issues to Commissioner Adelstein,
FCC (Jul. 23, 2008) at 1.
6 Letter from Jeneba Jalloh Ghatt, Counsel to AlphaStar, to Kevin J. Martin, Chairman, FCC (Jul. 16, 2008)
at 1 (advocating that an independent entity administer leased capacity); see also Letter from Jeneba Jalloh
Ghatt, Counsel to AlphaStar, to Rudy Brioche, Legal Counsel for Media Issues to Commissioner Adelstein,
FCC (Jul. 23, 2008) at 1.
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(1) were the FCC to approve the merger and require a set aside of
channels for minority programming, Alphastar, as a licensed FCC satellite
broadcasting company, has the infrastructure to provide this service and is
ready and capable to lease and/or administer the leasing of a portion of
spectrum from the merged entity immediately; (2) the company is
prepared to administer the lease exclusively to/for women, minority, small
business, noncommercial and ethnic minority program providers, and in
short will truly offer diversity in programming; (3) Alphastar would be
entirely independent of XM/Sirius because it has a fixed domestic satellite
license capable of uplink to the XM/Sirius satellite without relying on
XM/Sirius in any respects; (4) the company would use its leased-capacity
to expand service offerings beyond radio because it also has a license to
provide video content and broadband access, and has a built-out facility
that links into the fixed wireless spectrum; (5) Alphastar is willing to talk
with XM/Sirius and has value added services to offer both companies or a
merged entity; and finally, (6) the company has access to program content
providers and funding to accomplish all it has proposed.7

The reasons expressed in those earlier filings still hold true today. AlphaStar sits

on 12 acres of land in Oxford, Connecticut and is one of only a dozen world-wide fully-

equipped satellite stations capable of receiving and broadcasting satellite signals. It has

unlimited capabilities in data transmission, data storage, internet and wireless

communications and functioning, as well as other services. Its facility is able to produce,

originate and playback content. It has the capacity to create ad insertion; encode and

digitize content to fit any format; monitor video and audio content; redistribute satellite

feeds to fiber networks and vice versa; and to feed satellite content to ISPs, cable head

ends, wireless systems, and receiver technology at corporations and institutions.

AlphaStar has the ability to uplink and downlink feed in the Ku-Band, C-Ban and VSA in

both analog and digital format. It can stream live events and link to terrestrial customers.

Since making its initial intentions and interest on this docket, AlphaStar has

partnered with iClick2Media, a minority owned media company with principals and

board members with entrenched experience in media and radio marketing and promotion.

7 Id.
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iClick2Media has agreed to undertake the task of processing inquiries and applicants

from content suppliers wishing to gain access to the independent channels. AIR has

identified sources of funding to support the launch of the service to select a board that

will choose independent content programmers to appear on the channel allocations. AIR

would use preliminary seed funding to prepare AlphaStar’s facilities to begin managing

and preparing the independent programming.

b. AIR Proposes to Adopt Procedures That Will Encourage Unique and
Diverse Content

For years, the Commission has acknowledged the importance of diversity in

viewpoints, outlets, programming and minority ownership.8 Courts have upheld the

Commission's authority to promote diversity9, recognizing that diversity in broadcasting

fosters more competition and quality programming that is essential to our democracy.

Indeed, the foundation of the public interest standard is rooted in the ideals of

competition, localism and diversity which underlie our system of broadcast regulation.

8 See,e.g., Statement of Policy on Minority Ownership Of Broadcasting Facilities, 68 FCC2d 979,
981(1978) (“Adequate representation of minority viewpoints in programming serves not only the needs and
interests of the minority community but also enriches and educates the non-minority audience. It enhances
the diversified programming which is a key objective not only of the Communications Act of 1934 but also
of the First Amendment.”); Amendment of Section 73.3555 of the Commission’s Rules, the Broadcast
Multiple Ownership Rules, 4 FCC Rcd 1723, 1724 ¶7 (1989) (“Although one of the structural purposes
underlying our multiple ownership rules is to encourage diversity in the ownership of broadcast stations,
we have encouraged ownership diversity as a means of promoting diversity of program sources and
viewpoints, not as an end in itself”); 2002 Biennial Regulatory Review, Report and Order, 18 FCC Rcd
13620, 13630 ¶30 (2003), aff’d in part and remanded in part, Prometheus Radio Project v. FCC, 373 F.3d
372 (3d Cir. 2004)stay modified on rehearing, No. 03-3388 (3d Cir., September 3, 2004), cert. denied, 125
S. Ct. 2902 (2005) (agreeing with the Commission that “protecting diversity is a permissible policy”
objective, noting that “[i]n the context of the regulation of broadcasting, ‘the public interest’ has
historically embraced diversity”) (citation omitted).

9 See, e.g. FCC v. National Citizens Committee for Broadcasting 436 U.S. 775, 795 (1978) (affirming the
Commission’s authority “to conclude that the maximum benefit to the public interest would follow from
allocation of broadcast licenses so as to promote diversification of the mass media as a whole”) (internal
quotations omitted); Metropolitan Council of NAACP Branches v. FCC, 46 F.3d 1154, 1162 (D.C. Cir.
1992) citing id. at 794-795 (discussing the Commission’s broad authority “to determine where the public
interest lies in the regulation of broadcasting to foster diversity”); Fox Television Stations v. FCC, 280
F.3d. 1027, 1042-43 (D.C. Cir. 2002).
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To further those goals, the Commission, under sections 307 and 309 of the

Communications Act, may grant the use of a broadcast frequency for a limited term to an

applicant that demonstrates that the proposed service would serve “the public interest,

convenience, and necessity.”10

AIR proposes to carry out the public interest obligations by providing a new range

of unique programming that offers diverse viewpoints. AIR would require program

providers to broadcast uninterrupted, nonrepeat or rebroadcast of original content. In

addition, the content would and could not already be available on terrestrial or Satellite

radio. Likewise, the content provider should not have had or currently have a relationship

or agreement whereby is content is made available on a national syndication basis.

c. AIR will adopt a quasi-public process and encourage participation
from the pubic

To facilitate the ease of implementation and consistency, AIR recommends that

the FCC award it the sole authority to orchestrate all 24 channels that would make up the

entire capacity allocated for independent unaffiliated programmers. AIR proposes to step

in and expedite the availability of diverse content producers and owners on the current

SDARs satellite network, now owned and managed by the combined Sirius XM entity.

In this era of media consolidation it is ever so important that satellite radio

remains a viable choice for consumers. There is a plethora of exciting, innovative and

diverse content different from what is already available on Sirius XM and terrestrial radio

formats. Internet Radio, for example, defined by Arbitron as Over-the-Air radio station

programming, rebroadcast on the Internet or audio programming available exclusively on

the Internet, numbers in the thousands these days.11 Similarly, Audio podcast is giving

Satellite radio competition for listeners. Audio podcast is the concept of downloading

10 47 U.S.C. §§ 307, 309 (2000).

11 The Infinite Dial 2008: Radio’s Digital Platforms, Aribton Listening Report 2008, Online, Satellite, HD Radio®
and Podcasting (http://www.arbitron.com/downloads/digital_radio_study_2008.pdf)

http://www.arbitron.com/downloads/digital_radio_study_2008.pdf)
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various types of longer-form online audio programs, in the form of digital files that a listener

can tune into at any time. Audio podcasting does not refer to the downloading of individual MP3s

or songs but to the download of program-oriented online audio (such as a talk show or a hosted

music program), usually as an automatic download that can be listened to at the user’s

convenience. According to Arbitron, thirteen percent of Americans age 12 and older reported

listening to online radio in the last week. 12

The lack of clear-cut and well defined rules by the Commission is likely the

reason for the slow roll out of these new and innovative alternatives. However, even after

crafting these rules, it could be an onerous and lengthy process before Americans are able

to hear independent radio content. First, the negotiating process for leases of thousands

of applicants could wind up being quite time consuming. It may be safe to assume that

Sirius XM’s priorities are not in uploading independent competitors onto its network. As

the independent aggregator, AIR offers to administer the service, eliminating a barrier to

providing immediate content diversity. AIR would have the sole mission of getting the

content selected and prepared for launch as soon as possible and certainly within 120

days of being selected as the qualified entity.

Second, selecting AIR may overcome any legal challenges to the constitutionality

of the Commission deciding on the race or gender of a programmer. Third, AIR may be

able to serve as a mediator between independent content producers and suppliers who

may be mystified by the process of entering into a lease agreement with Sirius XM,

currently a monopoly SDAR provider. During our informal discussions with independent

content supplier, several of them shared their sentiments over feeling intimidated by the

process and unsure about how much financial outlay they will have to expend to prepare

their content for satellite radio. Still others have expressed concern over potential

discriminatory treatment of their content. This brings us to the fourth reason to assign

AIR the independent trustee status: given the independent nature of AlphaStar’s

12 Id. Also stating that Over one in seven 25- to 54-year-olds listen to online radio on a weekly
basis. Fifteen percent of Americans age 25-54 are weekly online radio listeners. Online radio delivers
14 percent of persons in the prime 18-49 radio buying demo. In this market, with increased competition
for the listening audience, it is important that the Commission quickly usher the ability for vibrant new
alternatives to the existing content on Sirius XM.
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transmission facility, content suppliers would not need to deliver their programming to

Sirius XM and fear that their content would be given inferior, degraded, secondary or

discriminatory treatment.

To maintain its autonomy and independence, AIR, and not Sirius XM, would be

responsible to ensure that all content broadcast on the independent channels adhere to the

Commission’s rules related to indecency, US Copyright and digital music royalty laws,

and any public file and inspection rules, as applicable. Also to instill confidence in it as

the selected entity, AIR is willing to use a transparent and public process for (1) selecting

the criteria to decide who gets a channel or programming slot allotment; and (2) selecting

a board that will decide on who should go on air.

To encourage the maximum amount of listeners to the channels, AIR proposes to

make the channels available free-of-charge regardless of whether or not the listener is a

Sirius XM subscriber. The universe of listeners would expand to include those with

expired Sirius XM radio subscriptions; those who never activated their radios even

though satellite receivers may have come pre-installed in their automobiles; those with

mobile devices such as laptops and portable phones with satellite enabled transmitters.

The purpose would be to increase the reach of diverse program options as much as

possible.

AIR is prepared to install a process so that within fifteen to thirty days of being

selected, it will have established, (1) a preliminary criteria for content suppliers; and (2) a

tentative selection board. Following the selection, it would establish a public comment

and in the interim would prepare for launch and work with the tentatively selected

content providers. AIR would make available the bios and background of the persons

selected to be on the committee to the public for review and comment. Within 60 days it

would be prepared to launch and respond to public input regarding the criteria and

selection committee and to begin receiving applications. Thirty days from that date, it

would have tentative selectees which AIR will prepare to launch. The process,
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throughout, would remain open to review and comment from the public. Under this

scenario, within 120 days of the Commission decision, AIR would be poised to launch

the first round of content suppliers to appear on the independent channel allotment.

If selected, AIR would like to be rewarded the lease for the same period as Sirius

XM holds their license renewal. AIR agrees with arguments made by other parties on

this docket, that for purposes of continuity, an, extensive renewal period would ensure

that economies of scale are realized. The initial investors in AIR would be more willing

to assist in the seed funding if it knew AIR would have ample opportunity to launch and

function without the burden of having to reapply for another lease too soon after it has

begun to offer programming.

Air also proposes that those independent program suppliers be awarded 2-3 year

licensing rights. A shorter renewal period may be warranted for several reasons. First,

since the goal is to maximize the amount of entities that can appear on the channel, it is

more plausible if the original allotted entities are not guaranteed to occupy the space for

too long. Second, a shorter period would allow a program or channel that is not meeting

the needs of the community to potentially be replaced. Also, if there is substantial

opposition to any one provider for violating the public interest, a shorter renewal period

would be an exit means of changing the ineffective or ill-responsive programmer. Third,

for those awarded, if they were subject to a short renewal period, they would be mindful

to maintain the highest quality of content to maintain their positions.
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AIR would adhere to the one channel, one programmer for the noncommercial

entities as proposed in the Order.13 For the 4% allotment for qualified entities14, AIR

proposes to permit 6 channels to be entirely programmed by a program entity and the

remaining 6 to be divided up into 1, 2-, 3-, 4- 5 and 6- hour block depending on what the

applicant present. The idea behind instituting a time-share arrangement is that it may be

cost-prohibitive for some content providers to produce and fill an entire 24 hour block of

programming on an entire channel. Likewise, AIR is aware of a significant number of

quality programs and public affairs programming with large followings that are

independently produced but last no longer than 2 hours, in some instances. If the goal is

to fill the airwaves with a unique and extensive pool of content from diverse sources, one

sure way of accomplishing this goal would be to adopt a time share arrangement.

AIR would use its own resources to market its service to the universe of potential

content providers. Consequently, it would also not rely on Sirius XM to advertise its

allotment, but rather would engage a marketing company to help it promote the channels

as AIR builds its brand. Likewise, the content producers would use their own resources

to promote their channel and would need to generate advertising revenue.

13See, Applications for Consent to the Transfer of Control of Licenses, XM Satellite Radio Holdings Inc.,
Transferor, to Sirius Satellite Radio Inc., Transferee, 23 FCC Rcd 12348, 12408, ¶ 131 (2008) (“Sirius-XM
Order”).

14Four percent of the full-time audio channels currently represents six channels on the Sirius platform and
six channels on the XM platform, for a total of 12 full-time audio channels. The Applicants stated that, as
digital compression technology enables the combined company to broadcast additional full-time audio
channels, it will ensure that a Qualified Entity or Entities continue to have access to four percent of full-
time audio channels on the Sirius platform and on the XM platform, and in no event will the combined
company reserve fewer than six channels on the Sirius platform and six channels on the XM platform. Id. at
12409-10, ¶ 134; Id. at 12434-35,
App. B.
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II. While the Commission should promote its original definition of qualified
entity, it should be mindful to adopt a method that survives scrutiny.

AIR is a majority African-American run company that would indeed meet the

requirements of the proposed definition of qualified entity as indicated in the Order. In

response to the Commission’s plea for comments on the definition of qualified entity,16

AIR conditionally supports the definition particularly given the dearth of minority-owned

businesses that own radio stations in America. Maintaining the current definition in the

Order would certainly respond to the interests of encouraging diverse and new owners of

media. Certainly, the need for diverse voices in media to protect the public interest is

well documented.17  The most recent statistics, for example (using Free Press’ 2007

statistics, since the Commission has no reliable statistics of its own) indicate that

minorities own 7.78% of commercial full power radio stations and only 8.5% of small

business-owned commercial full power radio stations.18

AIR is concerned however, that adopting the current definition may subject the

Commission and the process to unnecessary scrutiny and challenges.19 To be safe, the

16 A “Qualified Entity” includes an entity that is majority-owned by persons who are African American,
not of Hispanic origin; Asian or Pacific Islanders; American Indians or Alaskan Natives; or Hispanics. Id.
at 12409, ¶ 134 n.437.

17 The First Amendment, said “Judge Learned Hand, presupposes that right conclusions are more likely to
be gathered out of a multitude of tongues, than through any kind of authoritative selection.” See N.Y.
Times v.Sullivan, 376 U.S. 254, 270 (1964), citing to United States v. Association Press et al., 52 F. Supp.
362, 372 (S.D. N.Y. 1943).
18 See S. Derek Turner, Off the Dial: Female and Minority Radio Station Ownership in the
United States, Free Press (June 2007) at 16 (“Off the Dial”); Broadcast Diversity Order, 23 FCC
Rcd at 5927 ¶8.

19 The Commission may develop a constitutionally sustainable SDB definition that will remedy the effects
of past discrimination and promote diversity. However, race-conscious government action is subject to
strict scrutiny review and must be narrowly tailored to further a compelling government interest. See,
Adarand Constructors v. Peña, 515 U.S. 200, 227 (1995), where the Supreme Court has recognized that
there is a compelling government interests in remedying the effects of past discrimination and promoting
diversity in higher education.
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Commission should develop a constitutionally sustainable SDB definition20 that will

promote diversity.  There is no doubt that a great majority of minority-owned business in

the United States would satisfy the SBA definition of small business.  The obvious

problem with that definition is that it is too broad and can be over encompassing to the

point that it dilutes the pool of eligible minority-owned businesses. A socially and

economically disadvantaged business (“SDB”) definition for eligible entities on the other

hand would reach further to promote diversity in media ownership and avoid the

unnecessary constitutional challenges.

Until the Commission has adopted a definition that can withstand constitutional

muster, it can safely award the responsibility of selecting leasees to AIR, as the

independent trustee and insulate it. Since Sirius-XM came up with the definition itself,

the Commission could permit Sirius-XM, as a private entity, to select AIR or its lessees;

another means of removing the taint of excessive constitutional scrutiny.

III. The FCC Should Elect a Selection Method Based on the Quality of the
applicant seeking the Designated Entity Status.

The Commission seeks comment on the criteria for selecting among competing

applicants where demand exceeds supply.22 The problem with first-come first-serve, is

there runs a risk that one type of programmer may beat the clock and submit applications

before other can and consume all the license. What is then sacrificed is true diversity of

programming, even if there may be diverse owners offering one type of content, for

20 See Broadcast Diversity Order, 23 FCC Rcd at 5950 para. 80.
22 Sirius-XM Order, 23 FCC Rcd at 12408.
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example-- religious programming. Certainly, the purpose of the set-aside would be

compromised if the independent channels are partitioned off in such a manner.

The adoption of a lottery is flawed because it eliminates the possibility of

examining the quality of an applicant. Once an applicant meets the benchmark

requirements, applicants who may be more qualified in terms of financial strength,

technical background or who may even have better quality content stand the chance of

losing out based on a random process associated with lotteries.

As presented in this comment, AIR is suggesting that the FCC adopt the

independent trustee model.  The FCC can borrow from the success of the Federal Trade

Commission which often appoints independent trustees to handle divestitures. The FTC

regularly relies on trustees to assist in implementing Orders where the FTC approve a

merger. It regularly depends on two types of trustees: Monitor and Divestiture Trustees.

A monitor trustee is an independent third party appointed by the FTC to oversee certain

terms of the consent order. The Commission has required a monitor trustee, sometimes

called an auditor trustee or an interim trustee, in cases where the order imposes

obligations on the respondent of a specialized nature that may result in a temporary

relationship between the respondent and the buyer of divested assets.23 A divestiture

trustee is an independent third party appointed by the FTC to divest assets in those cases

in which the respondent has failed to divest assets as required by the FTC’s order.

Virtually every merger order issued by the FTC includes a provision authorizing the FTC

to appoint a divestiture trustee. The FTC appoints trustees often and has done so

23 See, e.g., Dow/Union Carbide, Dkt. No. C-3999; El Paso/Coastal, Dkt. No. C-3996; Boeing Company, Dkt. No. C-
3992; Glaxo/SmithKline Beecham, Dkt. No. C-3990; AOL/TW, Dkt. No. C-3989; Ceridian, Dkt. No. C-3933. The
Commission has also required a monitor in connection with respondent's obligations in a hold separate order or an
order to maintain assets. See, e.g., Valero/UDS, Dkt. No. 4031; Exxon/Mobil, Dkt. No. C-3907.
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successfully in the following cases: Louisiana Pacific, Dkt. No. C-2956 (where the court

appointed a trustee to effectuate the required divestiture); Flowers Industries Inc., Dkt.

No. 9148; Promodes S.A., Dkt. No. 9228; Red Apple Companies, Inc., et al., Dkt. No.

9266; Panhandle Eastern Corp., Dkt. No. 3260; Cooper Industries Inc., Dkt. No. C-

3469; Revco Inc., Dkt. No. C-3540; Rite-Aid Corporation, Dkt. No. C-3546;

Schwegmann Giant Super Markets, Dkt. No. C-3584; Columbia/HCA Healthcare

Corporation, Dkt. No. C-3619; Softsearch Holdings, Inc., Dkt. No. C-3759; Hoechst AG

and Rhone-Poulenc S.A. (Aventis S.A.), Dkt. No. C-3919.

Typically, the trustee is paid by those that purchase the spin offs or a combination

of the divested entity and a third party purchaser of services or assets where the spinoff

was a condition of the merger. The pay is usually negotiated between the purchaser of the

assets or the entity to be spun off and the trustee.  Many times, it is a reasonable fee to

compensate the trustee for its time, energy, resources and services in serving in the

mediator role. In this case, for the noncommercial set –asides, the Commission has

already preliminarily determined that Sirius XM would not be entitled to exceed, for any

channel made available under this subsection, 50 percent of the total direct costs of

making such channel available.24 AIR would request that it be entitled to recoup a

portion of that fee that equates to its share to compensate it for the costs of processing

and preparing the content for transmission. To the extent that the Commission has not

required the qualified entity to pay any money for access, AIR proposes to assess a

nominal fee that will be tailored to the amount of air time it receives and will calculate

compensation based on revenue.  The fee would not be excessive. The goal of AIR is to

enable diverse alternatives, in an efficient, expedient manner, not to reap excessive

24 See Order at para 65 (quoting 47 CFR 355 (b))
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profits. However, it will incur certain costs to provide the service and could justify that it

receive a nominal, but reasonable, return on its investment in providing the service, if

selected as the trustee.

IV. CONCLUSION

For the foregoing reasons, iClick2Media, Inc. and AlphaStar International, Inc,

urge the Commission to adopt its joint venture, American Independent Radio to be the

designated entity or independent trustee to manage and aggregate the independent variety

of content programmers interested in gaining carriage on the set-aside and

noncommercial leased access channels on the Sirius XM platform. iClick2Media and

Alphastar are the best and most qualified entity to implement the independent 24

channels.

Respectfully submitted,

Jeneba Jalloh Ghatt, Esq.
The Ghatt Law Group LLC
2 Wisconsin Circle, Suite 700
Chevy Chase, Maryland 20815
240-235-5028
Counsel to iClick2Media, Inc. and
Alphastar International, Inc.

Fatima Fofana, Esq.
The Ghatt Law Group
Of Counsel

March 30, 2009



WHITE PAPER

AMERICAN INDEPENDENT RADIO

Proposal to be the Qualified Entity or Independent Trustee to Administer and Manage the
Unaffiliated Independent Content Programmers to be Transmitted on Sirius XM Channel

Allotment per the Sirius-XM Merger Order

Prepared by

Jeneba Jalloh Ghatt,
For iClick2Media, Inc

and AlphaStar International Inc.

The Ghatt Law Group LLC
2 Wisconsin Circle, Suite 700

Chevy Chase, Maryalnd 20815

Malik Shakur
iClick2Media

264 S. La Cienega Blvd., Suite 565
Beverly Hills, CA 90211

310-694-4190 (office)
310-861-1436 (Fax)

Malik.Shakur@iclick2Media.com

mailto:Malik.Shakur@iclick2Media.com


2

This White Paper addresses why the Federal Communications Commission should allow
iClick2 Media Inc and AlphaStar’s joint venture, American Independent Radio (AIR), to
serve as a qualified entity and/or trustee to oversee the facilitation of the 4% Capacity set
aside on the Sirius-XM platform for non-affiliated programmers. Through this White
Paper, AIR, also asks the FCC to initiate a rulemaking to permit it to manage the
noncommercial leased access capacity as well. AIR makes these requests because it is
interested in expediting the delivery of diverse and unique content to the SDARs platform
immediately. Given the current market and with the future of satellite radio in its fragile
state, now is the time for the Commission to appoint a qualified entity or trustee like AIR to
accelerate the deployment of unique, diverse and new content onto the satellite radio
stream.

The consolidation of the two entities holding SDARS licenses has created a monopoly for
that portion of the radiofrequency spectrum in the 2.3 GHz S band from 2320 to 2345 MHz.
The argument that the scarcity rationale to support FCC regulation is no longer necessary
because of the menu of audio content options cannot hold water in this case. Red Lion1 is
still relevant law and even more so in the recent economic state of all sects of the US
economy. Former Commissioner Gloria Tristani summarized the case for the continued
existence of the scarcity rationale in a May 1, 1998 Speech to the Federal Communications
Bar Association which applies today, “there are still far more citizens who want to speak
over the public airwaves than can be accommodated.”2 Low power TV and radio operators,
bidders in spectrum auctions and other applicants clamoring to have a piece of the
spectrum would not be doing so were the scarcity rationale truly extinct, she continued in
the speech. Indeed, the current carve out for unaffiliated qualified entities and
noncommercial entities create a unique opportunity to respond to that problem, if only in a
minor way.

WHAT IS AIR?

AIR stands for American Independent Radio. It is a joint venture between
iClick2Media, a media and marketing company that distributes content to various
digital mediums and AlpaStar International, Inc. an FCC-licensed domestic fixed
satellite service operator. Through its venture, both companies are looking to launch
AIR the qualified entity that would lease the 4% of the combined Sirius-XM channel
capacity set aside for unaffiliated independent content suppliers. If not selected as the
sole designated entity or in addition to being selected as that entity, AIR proposes to
also be the independent trustee that would determine which content producers are
ultimately launched on the independent channels.

1 Red Lion Broadcasting Co. v. Federal Communications Commission, 395 U.S. 367 (1969)
2 May 1, 1998 Speech to the Federal Communications Bar Association, “Broadcast Views”
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WHY AIR? WHY NOW?

There is an immediate need for diverse content options to what is available on
Terrestrial and Satellite Radio.

• There are limited opportunities for independent diverse content providers to get on
the air today

• The reality is such that only those with significant capital investment can afford to
acquire radio stations through transfer and assignment of licenses, even in the
distressed sale scenario.

• The SDARs spectrum is owned by one entity and therefore there are no opportunities
there other than what is available through the set asides.

• Indeed Red Lion states,
“…a license permits broadcasting, but the licensee has no constitutional right
to be the one who holds the license or to monopolize a radio frequency to the
exclusion of his fellow citizens. There is nothing in the First Amendment
which prevents the Government from requiring a licensee to share his
frequency with others and to conduct himself as a proxy or fiduciary with
obligations to present those views and voices which are representative of his
community and present those views which otherwise, by necessity, be barred
from the airwaves.3

The Current Lack of Competition in the Satellite and Terrestrial Radio
Marketplace Means there is a Dearth of Diverse owners

• Racial or ethnic minorities own just 7.7 percent of all full-power commercial
broadcast radio stations, though they account for 33 percent of the U.S. population.
Latinos own just 2.9 percent of all U.S. full-power commercial broadcast radio
stations, but they comprise 15 percent of the U.S. population and makeup the
nation’s largest ethnic Minority group.

• In 2006 the Free Press released "Out of the Picture, Minority and Female TV
Station Ownership in the United States" an unprecedented report on the effects of
FCC policy and media consolidation. The report found that people of color, who
make up 33% of the national population (and will be more than 50% by 2050), own
just 3.6% of all stations. Its latest study, Off The Dial," released in 2007, found that
women and minorities own just 6 and 7.7% of all broadcast radio stations in the
country respectively. 4

3 Red Lion Broadcasting Co. v. FCC, 395 U.S. 367 (1969)
4 Off the Dial: Female and Minority Radio Station Ownership in the United States, June 2007, S. Derek Turner,
Free Press.
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Despite Theories that the Scarcity Rationale no Longer Exists, Radio is Still a
Ubiquitous Medium that is received by Most Americans and therefore it is
important that those who own the Content respond to the needs of their
Diverse Audiences.

• However, as a result of consolidation and mergers, the available content
is Homogenized5

o Just fifteen formats make up three-quarters of all commercial
programming. Moreover, radio formats with different names can overlap
up to 80% in terms of the songs played on them

o Over the past decade, Clear Channel, and to a lesser extent,
Viacom/Infinity/CBS Radio have dominated the terrestrial public
airwaves

o Radio station holdings of the ten largest companies in the industry
increased by almost fifteen times from 1985 to 2005. Over that same
period, holdings of the fifty largest companies increased almost sevenfold.

o National concentration of advertising revenue increased from 12 percent
market share for the top four companies

o In terrestrial radio, niche musical formats like Classical, Jazz, American,
Bluegrass, New Rock, and Folk, where they exist, are provided almost
exclusively by smaller station groups.

o Across 155 terrestrial radio markets, radio listenership has declined over
the past fourteen years, a 22% drop since its peak in 1989. The
consolidation allowed by the Telecom Act of 1996 failed to reverse that
trend.

o Commercial radio offers musicians fewer opportunities to get airtime and
offers the public a narrow set of overlapping and homogenized
programming formats.

o With the merger of Sirius and XM, duplicative channel formats have been
consolidated. Several commenters in this docket complained that the
consolidation has caused their favorite channels to be removed from the
combined entity’s line up.

o At least one commenter complained that he purchased a lifetime
membership to Sirius because of one particular channel and the
elimination of that channel after the merger has left him without
recourse.

• Although radio listenership is going down, it is still the most ubiquitous
form of news and entertainment available in all mediums

o Today, according to a 2008 Arbitron Radio Report,6 far more than 90% of
all consumers 12+years old listen to the radio each week—a higher

5 Future of Music Coalition, 2006 Report “False Premises, False Promises: A Quantitative History of Ownership
Consolidation in the Radio Industry, 2006.
6 An Arbitron Radio Listening Report, The Infinite Dial 2008:Radio‘s Digital Platforms, 2008
(http://www.arbitron.com/downloads/radiotoday08.pdf)

http://www.arbitron.com/downloads/radiotoday08.pdf
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penetration than television, magazines, newspapers or the Internet.
Radio reaches people everywhere: at home, at work, in the car and
elsewhere

o AM/FM Radio remains important with the rise of new digital
platforms. AM/FM radio remains vital with consumers. Three quarters
say they will continue to listen to AM/FM radio as much as they do now,
despite increasing advancements in technology. One in five say AM/FM
radio has a big impact on their lives, second only to cell phones. Digital
platform users spend as much time (not less) with over-the-air radio
compared with the average. The broadcast industry should promote and
reinforce its virtues.

The long and the short of it is that radio isn’t going anywhere. The
spectrum rationale still exists so long as most Americans rely on good old
terrestrial, and to a lesser extent satellite, radio for their news and
information.

• Meanwhile, audiences continue to get more and more diverse with each
passing decade7

o The nation will be more racially and ethnically diverse, as well as much
older, by mid-century, according to projections released by the U.S. Census
Bureau, August 14, 2008. Minorities, now roughly one-third of the U.S.
population, are expected to become the majority in 2042, with the nation
projected to be 54 percent minority in 2050. By 2023, minorities will comprise
of more than half of all children.

o In 2030, when all of the baby boomers will be 65 and older, nearly one in five
U.S. residents are expected to be 65 and older. This age group is projected to
increase to 88.5 million in 2050, more than doubling the number in 2008
(38.7 million).

o Similarly, the 85 and older population is expected to more than triple, from
5.4 million to 19 million between 2008 and 2050.

o By 2050, the minority population — everyone except for non-Hispanic, single-
race whites — is projected to be 235.7 million out of a total U.S. population of
439 million. The nation is projected to reach the 400 million-population
milestones in 2039.

o The non-Hispanic, single-race white population is projected to be only slightly
larger in 2050 (203.3 million) than in 2008 (199.8 million). In fact, this group
is projected to lose population in the 2030s and 2040s and comprise 46
percent of the total population in 2050, down from 66 percent in 2008.

o Meanwhile, the Hispanic population is projected to nearly triple, from 46.7

7 Off the Dial: Female and Minority Radio Station Ownership in the United States, June 2007, S. Derek Turner,
Free Press at 8.
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million to 132.8 million during the 2008-2050 period. Its share of the nation’s
total population is projected to double, from 15 percent to 30 percent. Thus,
nearly one in three U.S. residents will be Hispanic.

o The black population is projected to increase from 41.1 million, or 14 percent
of the population in 2008, to 65.7 million, or 15 percent in 2050.

o The Asian population is projected to climb from 15.5 million to 40.6 million.
Its share of the nation’s population is expected to rise from 5.1 percent to 9.2
percent.

o Among the remaining race groups, American Indians and Alaska Natives are
projected to rise from 4.9 million to 8.6 million (or from 1.6 to 2 percent of the
total population). The Native Hawaiian and Other Pacific Islander population
is expected to more than double, from 1.1 million to 2.6 million. The number
of people who identify themselves as being of two or more races is projected to
more than triple, from 5.2 million to 16.2 million.

Reports support the notion that people from a shared ethnicity, race or gender
tend to indeed have listening preferences which are reflected by the choice of
programming broadcast based on the racial classification of the radio station
owner.

In a study that examined the differences in content programmed based on race,8 it revealed
that:

o No minority-owned stations aired “Imus in the Morning” at the time of its
cancellation.

o All minority-owned stations and minority-owned talk and news format stations were
significantly less likely to air “The Rush Limbaugh Show," as were female-owned
stations.

o Having a minority- or female-owned station in a market was significantly correlated
with a market airing both conservative and progressive programming.

o Overall, markets that aired both progressive and conservative hosts were
significantly less concentrated than markets that aired just one type of
programming.

These results suggest that diversity in ownership if applied, can lead to diversity in
programming content. This result shows women and minority are in a perilous state of
under-representation of ownership of broadcast media. But policymakers may have
forgotten the reason behind ownership rules and limits on consolidation: increasing
diversity and localism in ownership will produce more diverse speech, more choice for
listeners, and more owners who are responsive to their local communities. However what is
occurring is a massive consolidation and market concentration as one of the key structural
factors keeping women and minorities from accessing the public airwaves.

In response to the decreased opportunities to own media spectrum and

8 Id.
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associated businesses and to get independently produced content on the air in
traditional terrestrial and satellite radio stations, Internet Radio , Podcasts and
mobile music technology have sprung up.

o The weekly online radio audience increased in the past year to an estimated 33
million. Thirteen percent of the U.S. population age 12 and older have listened to
online radio in the past week; up from eleven percent (approximately 29 million) in
2007. On a weekly basis, online radio reaches more than one in seven 25- to 54-year
olds (15%).9

o Online radio is the biggest and most developed digital platform. Approximately 54
million Americans listen to online radio monthly.

o New iPod models continue to fuel growth of portable MP3 players. The introduction of
the iPhone and new iPod models continue to propel growth. Nearly four in ten
Americans now own an iPod or other portable MP3 player. Continued growth and
ubiquity means media companies need to have a podcast and iPod/MP3 player
strategy.

THE FUTURE OF SATELLITE RADIO IS NOT GRIM

Industry analysts paint a grim picture of the prospects for satellite radio to succeed.

The 2008 Aribitron-Nielson Media Report on Radio Digital Platform indicate that
Satellite Radio awareness and intent to subscribe has leveled off. The
absence of big programming announcements, ongoing stories about consolidation
and the passage of time since the launch of the services appear to have slowed the
growth of awareness and intent to subscribe to satellite radio.

Sirius XM, at least is not so pessimistic as the industry watchdogs. In its Fourth Quarter
earning reports, Sirius XM boasted that it now has 19,003,856 users and that in the
company’s first full quarter of combined operations, SIRIUS XM made remarkable financial
progress. Mel Karmazin, CEO of SIRIUS said,

For the first time in company history, we reached positive pro forma adjusted
income from operations of $32 million, as compared with a loss of $224
million one year ago. Fourth quarter 2008 revenue of $644 million grew 16%
over the year ago quarter while total cash operating expenses declined by
22%, a clear demonstration of our focus on improving profitability. Despite
challenges in the overall economy and in the auto sector, we look forward to
continuing to deliver on the synergies of the merger. We are also very pleased
to report that we have closed the second and final phase of the previously
announced investment by Liberty Media Corporation. These transactions

9 Arbitron-Nielson Media Research reported. The Infinite Dial 2008: Radio's Digital Platforms



8

resolve the uncertainty surrounding the company's and its subsidiaries' debt
maturing in 2009."10

During a March 12, 2009 conference call with analysts, Sirius President for Operations and
Sales Jim Meyer said that the company expects a second-quarter launch for an application
that will allow subscribers to stream Sirius XM programming to iPhone and iPod Touches.11

The company first announced plans for an iPhone application at the company’s shareholder
meeting in December. Meyer says the application will be “a large and interesting
opportunity that will maintain our subscription-based economics while providing customers
easier access to our content through means other than our traditional satellite-based
platform.”12

On the call, CEO Mel Karmazin repeated that the company would no longer be providing
revenue and subscriber guidance. But he did say the company expects to exceed $300
million EBITDA for 2009. And he made a point of noting that previous guidance was that
they would do “approximately $300 million” - the guidance has moved up, in other words.13

Following the call, the stock rose 4 cents.

Indeed, the Feb 17, deal with Liberty Media acquiring debt opens through end of year and
buys company time to seek unique opportunities.14 The failure of satellite radio will not be
good, but all is not loss.

A March 30, 2009, Business Week article predicts that competition from other media forms
continues to be and is a real threat to satellite radio.15 The article foretells the end of Sirius
XM and satellite radio based on competition from radio services like Pandora, Foneshow,
Stitcher, and Slacker—which enable users to program radio broadcasts to portable and
mobile devices for cheap or free. Notwithstanding the doomsayers, the fact remains that
many Americans do in fact still listen to radio in their cars and not on the Internet. The
2008 Arbitron-Nielsen report on digital radio usage states that “AM/FM Radio remains
important with the rise of new digital platforms and that AM/FM radio remains vital with
consumers.”16 According to the report, three quarters say they will continue to listen to
AM/FM radio as much as they do now, despite increasing advancements in technology.17

Also according to the report, one in five say AM/FM radio has a big impact on their lives,

10 Sirius XM, Fourth Quarter 2008, Investor Report
(http://investor.sirius.com/releasedetail.cfm?ReleaseID=370082)

11 Sirius XM, Call to Subscribers, Sirius To Ship iPhones App In Q2; Stock Rallies March 12, 2009, Eric Savitz,
(http://blogs.barrons.com/techtraderdaily/2009/03/12/sirius-to-ship-iphones-app-in-q2-stock-rallies/)

12 Id.
13 Id.
14 http://investor.sirius.com/releasedetail.cfm?ReleaseID=365423

15 Serious Threats to Sirius Radio: Web outfits like Pandora, Foneshow, Stitcher, and Slacker broadcast
portable and mobile content that makes Sirius look overpriced and stodgy, Olga Kharif , Business Week,
March 30, 2009.

16 Id.
17 Id.

http://investor.sirius.com/releasedetail.cfm?ReleaseID=370082
http://blogs.barrons.com/techtraderdaily/2009/03/12/sirius-to-ship-iphones-app-in-q2-stock-rallies/)
http://investor.sirius.com/releasedetail.cfm?ReleaseID=365423
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second only to cell phones.18 Digital platform users spend as much time (not less) with over-
the-air radio compared with the average. The broadcast industry should promote and
reinforce its virtues.

18 Id.
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THE SOLUTION? A Breath of Fresh AIR:

AMERICAN INDEPENDENT RADIO

1. AIR PROPOSES TO HELP LAUNCH INDEPENDENT SATELLITE RADIO
SOLUTION
AIR is the creation of iClick2Media, Inc. a small media company founded in 2007 by former
attorney and businessman Malik Shakur and AlphaStar, a current FCC-licensed fixed
satellite operator. AIR proposes to assist the FCC by being selected as the designated
entity or selected as the independent trustee to select among qualified entities that will be
rewarded space on the independent capacity. Furthermore, AIR proposes to also manage
and select the noncommercial leased access channels.

2. TRUE INDEPENDENT OPTION
AIR Proposes to be entirely Independent from Sirius XM and to be
Responsible for the Content

Only a limited number of entities or groups are able to take advantage of scarce spectrum
in terrestrial and satellite radio; creative and innovative entrepreneurs and content
providers have turned to the Internet. To be truly independent, AIR would act as a trustee
to those content providers programming on the unaffiliated channels. AIR would take the
full responsibility, not Sirius XM, of ensuring that the content providers on the independent
slot adhere to all FCC rules for satellite providers, leased access public interest obligations,
indecency and copyright laws.

3. AIR PROPOSES TO BE FREE OF CHARGE
If technically feasible, AIR proposes that the independent channel be carried and received
by transmitters whether or not the owners of the transmitters are current paid Sirius XM
subscribers. This provision would maximize the number of listeners that will have access to
the diverse content to be programmed and available. Those with Sirius XM service that
have expired, those having a satellite transmitter in their car that have been deactivated or
never activated, would have an option to receive the channels free as would those with
laptop, mobile device or other hardware with satellite enabled transmitters. Likewise, if
feasible, AIR would propose for its content to be accessible for free via the Internet. Free
access would encourage those content providers with an existing fan base to carte their
loyal listeners to the SiriusXM platform via AIR.

4. AIR PROPOSES TO ADOPT PROCEDURES THAT WILL ENCOURAGE
UNIQUE CONTENT:

The Commission has made a commitment to Diversity. It describes Diversity to include
diversity in viewpoints, outlets, programs, sources and minority ownership. See, e.g. 2002
Biennial Regulatory Review – Review of the Commission’s Broadcast Ownership Rules and
Other Rules Adopted Pursuant to Section 202 of the Telecommunications Act of 1996.
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To be certain that the new range of program made available truly is unique, and diverse,
AIR would require program providers it to be on air to provide uninterrupted, non repeat or
rebroadcast of original content. The content would and could not already be available on
terrestrial or Satellite radio.

Likewise, the content provider should not have had or currently have a relationship or
agreement whereby its content is or has already been made available on a national
syndicated basis. Although the FCC originally resisted a suggestion by commenters in this
docket to limit access for leasing to entities, groups, companies or individuals  who have not
had previous relationships with Sirius XM, it should reconsider that position in order to
promote fresh innovative voices and market entrants. The public can benefit from new
innovative content.

5. AIR PROPOSES TO USE TIME SHARING TO MAXIMIZE THE NUMBER OF
VOICES ON THE AIR
Though it has been argued by some on the record that time sharing may dilute the voices
on their impact, the fact of the matter is that there are plenty of content providers out there
that have a very successful 1-, 2-, 3- or 4- hour block of content as it may not be financially
feasible for many to provide 24 hours of programming for one station alone. The
Commission should not want to discourage the producers of quality content with major
following from seeking out a home on the independent channel allotment simply because
they cannot fill an entire channel slot. To eliminate the possibility of repeat programming,
and to encourage the maximum amount of new and diverse content, AIR will use ½ of the
available 12 channels and divide it up in blocks as an alternative. To maximize the number
of content, AIR proposes to have 6 fully programmable channels available and to divide up
the remaining 6 channels into 1-, 2-, 3- and 4- hour increments.

Licensing Term may or may not be shorter periods in order to make sure the quality of
programming remains high. Also knowing that their license would be up for replacement
would give programmers incentive to continue to produce quality content that is responsive
to the community.

Although many applicants may have already come forth willing and interested in getting on
the AIR, it will be at the expense of SIRIUS XM which may not have the incentive to
prioritize the programming given that it will not be entitled to money to recoup the cost of
handling the content. Given that the monopoly SDARS licensee has other priorities at this
time, AIR is offering to step in and provide a solution and manage the unaffiliated
programmers.

AIR wishes to be the entity to select programming based on a criteria it intends to subject
to public review and comment; and to collect the content, prepare it, encode and package it
for transmission to the Sirius XM Headend to then be uplinked to the Sirius XM Satellite
network. AIR proposes to select a board, including the president and officers of AIR, made
up of interested parties, nonprofit leaders with a demonstrated interest, background,
education and/or training in media, radio communications or other areas. The Board seats
will be slotted for 2-3 year terms and subject to public comment.
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6. AIR PROPOSES TO BE A SOLUTION TO CONSTITUTIONAL CHALLENGES

The Definition of Qualified Entity. The Commission looks as though it is prepared to
adopt the definition of a Qualified Entity from a past Sirius XM letter: “an entity that is
majority-owned by persons who are African American, not of Hispanic origin; Asian or
Pacific Islanders; American Indians or Alaskan Natives; or Hispanics.” 19 AIR warns the
Commission to tread carefully and to consider adopting a definition of Qualified Entity that
would avoid constitutional scrutiny. AIR, through its comments in the docket, has
submitted a body of studies and reports that support the compelling interest in ensuring
diversity of content and content owners on the scarce satellite spectrum especially given the
current monopoly market for that format. However, it is not certain that if strict scrutiny is
triggered, whether the narrowly tailored prong has been adequately researched, vetted and
prepared to withstand a challenge. To overcome the hurdle, perhaps a solution will be to
define Qualified Entity in terms of socially and economically disadvantaged business
(“SDBs”) as defined by the Small Business Administration. By definition, a substantial
number of minority-owned -businesses are and do qualify as SDBs. They could certify to
that status.

As an alternative, the Commission may be safe to appoint an independent entity, such as
AIR, to administer the appointment of leasees and remove itself from the taint. As a second
alternative, the option remains for Sirius XM, which identified the definition in the first
place, to select the entity or entities to lease capacity. Ideally, AIR would like to be that
candidate.

7. NONCOMMERCIAL EDUCATIONAL AND INSTRUCTIONAL APPLICANT To
also ease the ability of noncommercial entities to be launched on the leased access channel
allotment, AIR proposes to fold in the management of those licenses into the service it is
offering for the 4% capacity for Qualified Entities.

8. EVALUATION
AIR proposes that if it is permitted to be the qualified entity that would lease all of the
available channel allocation for unaffiliated programmers that its lease be for the same
years as satellite broadcast lease terms. AIR would be subject to the same public interest,
public file, indecency, copyright and other relevant rules and regulations that all
broadcasters are subject to, and could be subject to a petition to deny upon renewal by a
member of the public that feels AIR should not get its renewal. AIR proposes that if it is
permitted to be only the independent trustee for the immediate collection and to select from
the pool of applicants seeking carriage on the independent channels, that its success or
failure be judged by the Commission, and public commenters, in general through the
traditional comment making procedures to be determined.

10. FUNDING:

19 Application for Consent to the Transfer of Control of Licenses, XM Satellite Radio Holdings, Inc. Transferor, to
Sirius Satellite Radio Inc., Transferee, 23 FCC Rcd 12348, 12408, para 131 (2008)
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To compensate the cost of being the independent trustee and content aggregator, AIR
proposes to recoup some of its costs by charging content providers a nominal and reasonable
fee for assess. This is how independent trustees appointed by other government agencies,
the FTC, for example, are compensated for their costs.

Moreover, the FCC has adopted the DBS Leased Access rules for the noncommercial
entities which permit Sirius XM to charge no more than 50% the cost of providing the
service, subject to some other restrictions and limitations. Those independent content
providers expecting to get on the air would do so knowing that they have to at the least, pay
a fee for their lease. AIR proposes receiving a portion of that payment congruent with the
value of its share in the process of uploading each individual noncommercial educational
programmer onto the Sirius XM network.

For the content appearing on the portion selected for qualified entities, AIR may assess a
reasonable and nominal fee, based on the amount of programming time they are allotted.
The fee charged to programmers will be reasonable and will subsidize the cost of providing
the packaging, and uplink services.

CONCLUSION

To expedite and ease the management of unaffiliated supplier and independent content
onto the portion of the Sirius XM capacity set aside pursuant to the merger, iClick2Media
and AlphaStar stand ready, through its joint venture American Independent Radio, to serve
as the qualified entity leasee or independent trustee.
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Overview
We are pleased to present our new Arbitron/Edison Media Research study, The Infinite Dial 2008:
Radio s Digital Platforms. In this report, we continue to explore the world of radio, as it stands in
2008 and continues to take on new forms, in particular, an increasing number of digital platforms,
such as online, satellite, HD Radio and podcasting.

Digital Radio Revolution
Developments in technology have dramatically broadened the choices available to consumers for all
media, including audio programming. By the late 1990s, consumers had the newfound ability to listen
to audio streamed over the Internet, and two new radio satellite services were born.

Digital radio has continued to evolve with the advent of podcasting (audio programming on demand
for playback on iPod /MP3 players) and HD Digital Radio (superior sound quality and additional,
digital frequencies along the AM and FM dials).

In the past, radio was limited solely to what was available on the AM/FM dial. Today radio choices
for consumers appear to have no bounds. That is why we call radio s new digital platforms The
Infinite Dial. One can now tune to a boundless number of options for radio.

Radio with No Limits
Arbitron and Edison Media Research have been tracking the growth of radio in its new forms since
1998. In this report, we update the trends for the more established digital radio platforms, such as
Internet streaming and satellite radio, and take a look at the newer worlds of podcasting and HD
Radio. We profile the audiences of these new kinds of radio and the implications for advertisers and
media planners.
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How the Study Was Conducted
A total of 1,857 people were interviewed to investigate Americans use of various forms of
traditional, online and satellite media. From January 18 to February 15, 2008, telephone interviews
were conducted with respondents age 12 and older chosen at random from a national sample of
Arbitron s Fall 2007 survey diarykeepers. In certain geographic areas (representing eight percent of
the national population), a sample of Arbitron diarykeepers was not available for the survey, and a
supplemental sample was interviewed through random digit dialing.

Definition of Terms

Online radio: Over-the-air radio station programming rebroadcast on the Internet or audio
programming available exclusively on the Internet.

Audio podcast: The concept of downloading various types of longer-form online audio programs, in
the form of digital files you can listen to at any time you choose. Audio podcasting does not refer to
the downloading of individual MP3s or songs. Audio podcasting does refer to the download of
program-oriented online audio (such as a talk show or a hosted music program), usually as an
automatic download that can be listened to at the user s convenience.
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Significant Highlights
The weekly online radio audience is at an all time high with an estimated 33 million
listeners. An uptick in 2008 listening has resulted in the highest total weekly audience for online
radio since Arbitron and Edison began tracking this measure in 2000. Thirteen percent of
Americans age 12 and older reported listening to online radio in the last week.

Over one in seven 25- to 54-year-olds listen to online radio on a weekly basis. Fifteen percent
of Americans age 25-54 are weekly online radio listeners. Online radio delivers 14 percent of
persons in the prime 18-49 radio buying demo.

Awareness of both satellite radio companies remains essentially flat for the third year in a
row at around 60 percent. In the year marked by merger talks between the two satellite radio
companies -- XM and SIRIUS -- overall awareness of satellite delivered radio programming
remained largely unchanged.

Sixteen percent of those who do not currently subscribe to satellite radio (XM or SIRIUS) say
they are likely to subscribe in the next 12 months. This figure is down slightly from 18 percent in
2007. Only two percent of non-subscribers to satellite radio say they are very likely to
subscribe in the next 12months.

iPod/portable MP3 player ownership continues to skyrocket among teens. In 2007, 54
percent of teens owned an iPod or other portable MP3 player; in 2008 that number has risen
dramatically to 73 percent of respondents age 12-17. Half of adults age 18-34 own an iPod or
other portable MP3 player.

Weekly online radio listeners and audio podcast listeners are more likely than average to purchase
digital audio online. Half of audio podcast users and 42 percent of weekly online radio listeners
have ever purchased digital audio online, compared to 21 percent of all respondents age 12 and
older.

Only ten percent report less time with over-the-air radio specifically due to time spent with
their iPod/portable MP3 player. Sixty-three percent of Americans age 12 and older do not own
an iPod/portable MP3 player, and 21% own one but say the device has had no impact on radio
listening. Ten percent of MP3 player owners say they are listening less to over-the-air radio,
though four percent of iPod or MP3 player users report spending more time listening to over-the-
air radio.

Although awareness of podcasting has not changed, usage of audio podcasting is up.While
awareness of podcasting in 2008 remained steady at 37 percent (compared to 2007), those having
ever listened to an audio podcast is up to 18 percent (from 13 percent in 2007). Nearly one in ten
(nine percent) of Americans have listened to an audio podcast in the last month, equaling an
estimated audience of 23 million listeners age 12 and older.

The majority of audio podcast users listen to podcasts most often on their computer. Sixty-
nine percent of the audio podcast audience most often listens to the downloaded programming on
their computer; only 28 percent most often transfer the files to their iPod/portable MP3 player
before listening.

More than one in three podcast listeners have heard a commercial during an audio podcast.
Thirty-six percent of those who have ever listened to an audio podcast say they recall hearing
advertisements or sponsorship messages during the downloaded program; 43 percent of those
who have listened to an audio podcast in the last month remember hearing on ad.
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Awareness of HD Radio has not generated momentum over the past year. In January 2006,
14 percent said they had heard or read anything recently about HD Radio; the following year that
number nearly doubled to 26 percent, but for 2008 the awareness level remains fairly flat with 24
percent saying they have heard or read anything recently about the new broadcasting technology.

Contrary to commonly held beliefs, people who listen to digital radio platforms do not
spend less time listening to AM/FM radio. Some industry insiders assume that people who use
new digital platforms listen less to AM/FM radio. As has been shown in previous Arbitron and
Edison reports, once again, we find that people who use digital radio platforms do NOT listen less
to AM/FM radio. Among respondents in our study, the average time spent listening per day to
AM/FM radio was 2 hours, 48 minutes compared with 2 hours, 45 minutes a day among those
who use radio s new digital platforms (listened to online radio in the last month, or subscribe to
satellite radio, or have ever listened to an audio podcast). Despite the growth reported in
alternatives, such as the iPod, online radio and satellite radio, the time spent listening to AM/FM
radio by users of digital radio platforms has not changed versus a year ago.
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Key Findings

A. Online Radio

1. Over one in five has listened to online radio in the last month. Twenty-one percent of the U.S.
population age 12 and older has listened to online radio in the last month. The estimated monthly
audience for online radio is approximately 54 million.

2. The weekly online radio audience is at an all time high with an estimated 33 million
listeners. An uptick in 2008 listening has resulted in the highest total weekly audience for online
radio since Arbitron and Edison began tracking this measure in 2000. Thirteen percent of
Americans age 12 and older reported listening to online radio in the last week.
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3. The weekly online radio audience skews slightly male and adult. Fifty-two percent of weekly
online radio listeners are men. The broadcast medium delivers a solid adult audience, with 60
percent of listeners between the ages of 25 and 54.

4. Over one in seven 25- to 54-year-olds listened to online radio in the last week. Fifteen percent
of Americans age 25-54 are weekly online radio listeners. Online radio delivers 14 percent of
persons in the prime 18-49 radio buying demo on a weekly basis.
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5. Online radio listeners are more likely to be employed full-time than average. Fifty-seven
percent of weekly online radio listeners are employed full-time, compared to only 43 percent of
all respondents age 12 and older.

6. The majority of online radio listeners also watch video online. Fifty-three percent of monthly
online radio listeners have also watched video over the Internet in the past month.
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B. Satellite Radio

7. Awareness of both satellite radio companies remains essentially flat for the third year in a
row at around 60 percent. In the year marked by merger talks between the two satellite radio
companies -- XM and SIRIUS -- overall awareness of satellite delivered radio programming
remained largely unchanged.

8. Sixteen percent of those who do not currently subscribe to satellite radio (XM or SIRIUS)
say they are likely to subscribe in the next 12 months. This figure is down slightly from 18
percent in 2007. Only two percent of non-subscribers to satellite radio say they are very likely
to subscribe in the next 12 months.
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9. Satellite radio attracts a broad audience profile. The satellite radio audience skews male but
for the most part, mirrors the profile of the American population more so than audiences of other
digital forms of radio. Fifty-five percent of the satellite radio audience is men, and 23 percent are
age 55 and older.

10. Satellite radio subscribers are much more likely to live in $100,000+ households. To date,
satellite radio has attracted a distinctly upscale audience; nearly one in four (23 percent)
subscribers has an annual household income of $100,000 or more, compared to 13 percent
nationally.
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C. Digital Audio
11. Nearly four in ten Americans own an iPod or other portable MP3 player.

Thirty-seven percent of consumers age 12 and over own an iPod or other brand of portable MP3
player, which is nearly three times the figure from 2005.

12. iPod/portable MP3 player ownership continues to skyrocket among teens. In 2007, 54
percent of teens owned an iPod or other portable MP3 player; in 2008 that number has risen
dramatically to 73 percent of respondents age 12-17. Half of adults age 18-34 own an iPod or
other portable MP3 player.
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13. Over one in five Americans has ever purchased digital audio online. Twenty-one percent have
ever purchased MP3s or digital audio over the Internet as of 2008; representing a 31 percent
increase over 2007.

14. Weekly online radio listeners and audio podcast listeners are more likely than average to
purchase digital audio online. Half of audio podcast users and 42 percent of weekly online radio
listeners have ever purchased digital audio online, compared to 21 percent of all respondents age
12 and older.
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15. Only ten percent report less time with over-the-air radio specifically due to time spent with
their iPod/portable MP3 player. Eighty-four percent of Americans age 12 and older either do
not own an iPod/portable MP3 player or report the device has had no impact on radio listening.
Ten percent of MP3 player owners say they are listening less to over-the-air radio, though four
percent of owners report spending more time listening to over-the-air radio.
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16. Radio sees the most impact on listening from iPod/portable MP3 player owners age 12-24.
Twenty-two percent of 12-17s and 17 percent of 18-24s, say they are spending less time with
over-the-air radio due to time spent with an iPod/portable MP3 player.
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17. iPod/portable MP3 player usage has the greatest impact on over-the-air radio listening at
home. Among those who report spending less time listening to over-the-air radio due to time
spent with their iPod/portable MP3 player, nearly three-quarters (73 percent) report less radio
listening specifically at home; over half are listening less in the car (58 percent).
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C. Podcasting
18. Although awareness of podcasting has not changed, usage of audio podcasting is up.While

awareness of podcasting in 2008 remained steady at 37 percent (compared to 2007), those having
ever listened to an audio podcast is up to 18 percent (from 13 percent in 2007). Nearly one in ten
(nine percent) of Americans have listened to an audio podcast in the last month, equaling an
estimated audience of 23 million listeners age 12 and older.

19. Podcasting attracts a youthful audience.More than one-quarter (27 percent) who have ever
listened to an audio podcast are 12-17 years old, and nearly half (49 percent) are under the age of
35.
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20. Audio podcasting attracts an upper-income audience. Typical of these digital forms of radio,
podcasting attracts a higher concentration of upper-income households, with 22 percent earning
more than $100,000 per year compared to 13 percent nationally.

21. The majority of audio podcast users listen to podcasts most often on their computer. Sixty-
nine percent of the audio podcast audience most often listens to the downloaded programming on
their computer; only 28 percent most often transfer the files to their iPod/portable MP3 player
before listening.
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22. More than one-third of audio podcast listeners have heard a commercial during an audio
podcast. Thirty-six percent of those who have ever listened to an audio podcast say they recall
hearing advertisements or sponsorship messages during the downloaded program; 43 percent of
those who have listened to an audio podcast in the last month remember hearing on ad.

2 007 Arbit ron Inc ./Ed iso n Med ia Re searc h

edison media research

Over One-Third Have Heard An
Advertisement During A Podcast
% who have heard an advertisement or sponsor message on an audio podcast

2008 Arb itro n Inc./ Edi so n M ed ia Research

36%

43%

0%

10%

20%

30%

40%

50%

Ever Listened Listened in past month



The Infinite Dial 2008: Radio s Digital Platforms 17

2008 Arbitron Inc./Edison Media Research

20 08 Arb itron In c ./E diso n M ed ia R ese arc h

edison media research

Somewhat
Interested

23%

Not Very
Interested

25%

Very Interested
6%

Don't Know
4%

Not at All
Interested

41%

Nearly 3 in 10 Consumers Are Interested
(Very or Somewhat) in HD Radio

Interest in HD Radio Based on Description

Base: Total Population 12+

D. HD Radio
23. Awareness of HD Radio has not generated momentum over the past year. In January 2006,

14 percent said they had heard or read anything recently about HD Radio; the following year that
number nearly doubled to 26 percent, but for 2008 the awareness level remains fairly flat with 24
percent saying they have heard or read anything recently about the new broadcasting technology.

24. Less than one-third of consumers show an interest in HD Radio. Six percent of Americans
say they are very interested in HD Radio and another 23 percent are somewhat interested in
the new high definition audio platform.
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E. AM/FM Radio
25. Radio is still the first medium Americans turn to for new music. Nearly half (49 percent) of

Americans age 12 and older first turn to radio to learn about new music, but that figure is down
from 63 percent in 2002. Radio s loss has been the Internet s gain; currently 25 percent of
Americans look online for new music, up from 9 percent in 2002.

26. The majority of the digital radio audience predicts they will continue listening to the
same amount of AM/FM radio. Seventy-seven percent of Americans age 12 and older said they
expect to listen to AM/FM radio as much as they do now despite increasing advancements in
technology. The same holds true for online radio listeners and those who have tried audio
podcasting. Satellite radio subscribers showed slightly less dedication to traditional broadcasting,
with 71 percent saying they plan to continue listening to the same amount of AM/FM radio.

2 007 Arbit ron  Inc ./Ed iso n Med ia Re searc h

edison media research

Majority of Digital Radio Audience Expects to
Listen Same Amount to AM/FM Radio in Future

% Agreeing: In the future, you will continue to listen to AM/FM radio as
much as you do now, despite increasing advancements in technology.
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Digital Radio Users Do Not Spend
Less Time With AM/FM Radio

Time Spent Listening to Radio Per Day (hours:minutes)

2:48 2:45

Total Persons 12+ Digital Audio Listeners
Ever listened to audio podcast or subscribe
to satellite radio or listened to Online radio

in past month

27. Contrary to commonly held beliefs, people who listen to digital radio platforms do not
spend less time listening to AM/FM radio. Some industry insiders assume that people who use
new digital platforms listen less to AM/FM radio. As has been shown in previous Arbitron and
Edison reports, once again we find that people who use digital radio platforms do NOT listen less
to AM/FM radio. Among respondents in our study, the average time spent listening per day to
AM/FM radio was 2 hours, 48 minutes compared with 2 hours, 45 minutes a day among those
who use radio s new digital platforms (listened to online radio in the last month, or subscribe to
satellite radio, or have ever listened to an audio podcast). Despite the growth in alternatives such
as the iPod, online radio and satellite radio that we have reported, the time spent listening to
AM/FM radio by users of digital radio platforms has not changed versus a year ago.
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Cell Phones and AM/FM Radio
Have Most Far-Reaching Impact
% of Americans Age 12 and Older Who Use/Own Audio Platform/Device

How much of an impact on your life
has (platform/device) had?
( 5 = Big Impact , 1 = No Impact at All )

Percent Who Use/Own
Platform/Device
Percent Who Say
Platform/Device Has Big
Impact on Their Life

28. Among various audio platforms/devices, AM/FM radio and the cell phone have the biggest
impact on people s lives. Ninety-four percent of Americans use AM/FM radio, making it by far
the most widely utilized audio platform; 21 percent say it has had a big impact on their lives.
The cell phone follows as the second highest for usage/ownership among the audio
platforms/devices measured, at three-quarters of all respondents age 12 and older; 33 percent say
the cell phone has had a big impact on their lives.
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The State of Digital Radio 2008

Online Radio (Streaming)
Those who have listened to online radio in the last month

Estimated 54 million Americans

21% of U.S. population 12+

Those who have listened to online radio in the last week

Estimated 33 million Americans

13% of U.S. population 12+

13% of Adults 18-34

14% of Adults 18-49

Satellite Radio (XM and SIRIUS)

59% of Americans have heard of XM Satellite Radio

60% of Americans have heard of SIRIUS Satellite Radio

13% of total sample 12+ subscribe

23% have a household income of $100,000 or more

Audio Podcasting

37% of U.S. population 12+ are familiar with podcasting

18% of U.S. population 12+ have ever listened

9% of U.S. population 12+ have listened in the last month

22% who have ever listened to an audio podcast have a household income of $100,000 or more

HD Radio

24% of U.S. population 12+ have recently read or heard about HD Radio

29% of U.S. population 12+ are very/somewhat interested
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Closing Comments
1. Online radio is the biggest and most developed digital platform.An estimated 33 million

Americans tune to online radio on a weekly basis and approximately 54 million listen monthly.
This usage is significantly greater than is seen for other digital radio platforms. Online radio also
has the most developed measurement (comScore-Arbitron Online Radio Ratings and PPM) to
make the medium more accountable and easier to plan and buy.

2. New iPod models continue to fuel growth of portable MP3 players. The introduction of the
iPhone and new iPod models continue to propel growth. Nearly four in ten Americans now own
an iPod or other portable MP3 player. Continued growth and ubiquity means media companies
need to have a podcast and iPod/MP3 player strategy.

3. Satellite Radio awareness and intent to subscribe have leveled off. The absence of big
programming announcements, ongoing stories about consolidation and the passage of time since
the launch of the services appear to have slowed the growth of awareness and intent to subscribe
to satellite radio.

4. Radio has to reinvigorate its image as a destination to discover new music. In 2002, radio
dominated the Internet for the image of the medium you turn to for discovering new music.
Today, radio still leads the Internet but its advantage has been cut in half. Among teens, the
Internet now leads radio for music discovery. Young people are unlikely to turn back to over-the-
air radio itself for discovering new music but they may try Internet options provided by radio
brands. Why aren t the best music discovery sites coming from AM/FM radio?

5. HD radio needs new ways to attract consumers. HD Radio does not appear to be attracting
substantial numbers of consumers. Less than one-quarter of the sample can recall seeing or
hearing anything recently about HD Radio (down slightly from 2007) and only 6 percent of
consumers say they are very interested in the concept when it was described to them. Those
involved with HD Radio should find new ways to present the concept to consumers to trigger
more response.

6. Broadband and cell phones have big impact on their users plan now for when they merge.
We asked users about the impact of a variety of media/devices on their lives. The two with the
greatest impact are broadband and the cell phone. Cell phones functioning with broadband speed
will be a very powerful combination for consumers and a potential game-changing proposition.
Media providers need to plan now for their long-term cell phone strategy and advertisers should
start learning by experimenting now.

7. Advertisers should continue to support digital radio in all its forms. Users of digital radio are
early-adopters who represent a broad variety of attractive qualitative attributes. Advertisers who
want to go where the trend is leading should get more involved with new forms of audio media
while they expand. Consumers will respond to the advertisers who meet them on these new
frontiers.

8. AM/FM Radio remains important with the rise of new digital platforms. AM/FM radio
remains vital with consumers. Three quarters say they will continue to listen to AM/FM radio as
much as they do now, despite increasing advancements in technology. One in five say AM/FM
radio has a big impact on their lives, second only to cell phones. Digital platform users spend as
much time (not less) with over-the-air radio compared with the average. The broadcast industry
should promote and reinforce its virtues.
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About Arbitron
Arbitron Inc. (NYSE: ARB) is an international media and marketing research firm serving the media
(radio, television, cable, online radio and out-of-home) as well as advertisers and advertising agencies
in the United States and Europe. Arbitron s core businesses are measuring network and local market
radio audiences across the United States; surveying the retail, media and product patterns of local
market consumers; and providing application software used for analyzing media audience and
marketing information data. The company has developed the Portable People MeterTM (PPMTM),
a new technology for media and marketing research.

Arbitron s marketing and business units are supported by a world-renowned research and technology
organization located in Columbia, Maryland. Arbitron has approximately 1,900 employees; its
executive offices are located in New York City.

Through its Scarborough Research joint venture with The Nielsen Company, Arbitron provides
additional media and marketing research services to the broadcast television, newspaper and online
industries.

Arbitron's industry studies can be found on the company s Web site at www.arbitron.com
http://www.arbitron.com and can be downloaded free of charge.

About Edison Media Research
Edison Media Research conducts survey research and provides strategic information to radio stations,
television stations, newspapers, cable networks, record labels, Internet companies and other media
organizations. Edison Media Research is also the sole provider of election exit poll data for the six
major news organizations: ABC, CBS, CNN, FOX, and the Associated Press. Edison Media
Research works with many of the largest American radio ownership groups, including Entercom,
Citadel, CBS Radio, Bonneville and Westwood One; and also conducts strategic and perceptual
research for a broad array of companies including Time Warner, Google, Yahoo!, Sony Music,
Princeton University, Northwestern University, Universal Music Group, Time Life Music and the
Voice of America. Edison Media Research has a fourteen year history of thought-leadership in the
radio industry, and has provided services to successful radio stations in South America, Africa, Asia,
Canada and Europe.

All of Edison Media Research s industry studies can be found on the company s Web site at
www.edisonresearch.com file://www.edisonresearch.com and can be downloaded free of charge.
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maintaincd il he«I t h~' Icad orcr the T1c),1-stron ~('st mlL'li r. fOlmilt. T]1("', mo.'it ,...ide Iy prof;Hlmmcd foml ilt,
~~)IL:l.tr~· :~Lljo)~·t.t}:~1:IL'~c~t·.i~:I-:'>fl'~I' ~J.l;m·.ln ".'''~~'' (Lypart, ,In(l wus 1\0. 1 b all the f)r'ILll:iprll ugc n~b

l.....-r,<,.:·~" -S :l1I~1 5"1 y.:: r<~J e,L:! (JII Cit 1'<:'r b I<c _:2 i, t 1(: :Je. I ~c1 bJ.

Nc,"''S;'Talk/Tnformanonl aftcr two ronsocuti'.T years of 104% at the fllldicnC'c, climbed to 10.7% of
t1l2 mrtional ["Ecio .ndie"llOO a:ri.:l: ::ea:~k ~/~/I W'roE. NO.1 in th-e of the nation's top~;; markets in
~!plin:; ~~'('7. >·-~ti,)1all)"~ 't l~;:r.C ~k. 1f'.c::·ml,.l lrl"(mg ;ldllb, :I!:'f: 5C~ t'J4 ,!flo] (:,: I, j~r:-;:L"h>:l~'l(). 2 :.tJ1Jflb

lhw€' :35-44 (lild 45-54 }eilt'S ~Id.

Ur11an ACjum peel (rom (13'4%8hflre of listel'llng 10 j,(% (or il8 I'i I'!fl conS€'CJli\e increa8€'. and im I)roved
Il~ mltional nmk fmr.l eighth to ,l U<= fo.' J""Ultl:. \ ...·itll mOL~:·:t"han 1C. m~ll:)r.I~~k::l.(cp.; ~~l~'U~" th:" b m;lt

TWJlr'Toe: its- ··,Jfin.~f> 'n~"l :)ft• .c-:}I)TIlrt)J~, TIi1~ rCf;iJTI~.

Mexican RcWonu1 <:Iso j.X)..,-tcd it~ fifth straight 1:-:ot~~I[, di'nlo:T1~ fx:m 3.10;;; t:) 3-4% oi ill m,+o Ir.:cnirf:..
advlLncing fLUffi th~' 11th ffi<llit }JOPUWdXffilit to ninth; with CJ~ :l(hlition,ll ~1,Jtion~ MC.xlClll1 Regiunal is
lll:~l-;~·.::; r'i 'IIHII irl I.:. r:-I il'j.~ 1"':.;i·,I11 UII, ',;:,1. ~ 'r! III", 'i.;', i ~~llil I n'lIl r111 H'I:l ~LT'J 1.111~il :in'JI;L

{~Il\.!isi(:Hits 'Jbo [lotcho:i its ffth COn:-l(Tllti'.iC mtings impl·()'iem(~Llt. It achic\":1i the IHl'!,?""t nlting.'i
lnr:r~H.se., .~l·yror.kP.ting from 2.1 % to ~~: ~.~. 1:11~,i~~ r it:-. ~'[Hr~n1c.1 ol.fc=-, n:, tb c~ top -:'-'1IT..1~ t~~-..r n:d:!":' p;)])
hIts; Its ;llHlk~fi(l~ ~o'IJ\'.cll)ymOI'C than 3 mlllion 1b1l~nl~I't:.

F-·,-,··oth.~rfoml;:t:; .ll:) impi (,..::.:1.: :.,:lult .':ork:ml~)r;lr~", Por Cllflto~TlP()r.lIJ I[it P.;:.tl[o, l.ll ~:~:(:r1=;, 1\.Ihlt
Ei~~ L1no.1 i'Jbuo. :"::r.{.':rt~ f..uck C~f)rr). H':L1l' i·llD.lt:::llJdl\ ;;tc(l{l~· L'rltings bd\\l:crI Sf)r1Llg 2DO() ,J nd 2007

indllULTlS H~~ AC, i'JtlmatiH..", t~._t"C' f:·~_..~t ~n,J ~·k~.'.· "\C.,.":-:m'~ctlt .1_12~

.(c:ont1mwd on nI'xt page)

F::::adio Tcd3:1 ~~ae. ~dition o ,(f~7'11I;iIQn In~.



Ratings Story Lines of the Year
Top Formal: Setbacks
<)l~li ....,':l to::ol ~)-":·1:';.;.~c ~ h't CLI'1 ~()m ;1':" L.1 t'hL~;t IHl;,. 2'; it :'i:~:'_iL1(~:lf,:lr '!:he thinl.;trJ j..;'bt ){' n. ~ll:i.l:;

•••••••••••••••••••JtiIj.Jn~(" ~f; Clil..':G ~ Hit:: st,ltiC.T\S -n 1I0]1l~' T o]l'l:ct05 lnd
ml~ lq)l'{~~~nb:xll)y;\o(em;!' .~tati(Om; lfl Rf.[(lif) Today 2ooHthilL1 in the 2007 rq)()rt.

Urban Colltclllpurm1' fc:l fCl"'tlc f:.U1til u':·n!:l\.·J~lr:_w :,.'';:'LJr, J ippill~ fKm 4.1q~ ~~.j th: lllrtil.ll'toIll mJ io
illll~i"';Tlrf tn :3,/~!'~' f"r,:: rh': tl',:,; "Ii'l:'>i';Jn, (~Tth1r 1:,-;oUtL'nT~~'''J~· ,~ti Ilu'iI :,;.;1 ....,',-; ;"fth~' :'~';1, ' ;,1 ri-'JTIS: n t1 i';

nation'st:lp 2,') markets ill Spring 2007.

Talk/PcrsonalitycllllcJ three yei.lrs of ~tC<lllygw\-\th. slipping f!'Om 2.1% to 1.8% of n.l.clio li~1cnlng.

mVlLlg partl.'· to II inc n;wcL' strltl()n~ in the fOl'l1Hlt silln; the Ll<;t Lq:Olt.

spani....h Contemporary, which hOld I'CiICh(X!;l 1.9% p]f1tmu in gpL'lllg 2.006, (kC:]lnn::l to a 1.3% sb,ll'(~

in ~priTl~ 2007, ,\ith 21 f<'wcr;;tiJtion.'i in thr: fOITnil1.

FOll!" othcrformats also declined: ChSslC Rock~ l{h~thlllir. Contemporilr:'Hit Ranio; Contempofilr:'
('hTi~tlu.1l UIlJ ('1i.1~k<t1.

.'1 <P, 'I ~1d.: \.rl·'I~~ t-.l!~JJ,fiI'" (~rl. {.Il ";:'-'lti 'I~~ (;Ill "':'::' t, 1:,

icmlti'lll~rl on HP..rt Jl(4)(~)
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Ratings Story Lines of the Year
In-Car listening Continued to G.ain Sh.m:-e ofLocation Listening
III 1H of the 22 formiLt~ LLl thls :;tlJ(l:r, In CilL" list(~Lling gained Ln the pLUportlon of total tune Ill. Rock
-:lriYcn (01'JI1GI::3 5l1C.h. O£ 1".ct:~ Rock, ,·J::'nm :)ri-~ntcJ Rock CAQR) and Alternative led the pack, l\ith
(~lCh OLle OihoWLLlg at lc~ilS1 n 2% lnCLnl~~for in em's Shrll'(~ oflist(~ni[lg. Contcml:()nlr.~' Chds1:l.m l(~l

;1 I i,;rll;]t~ T,.i~ ll,~r.rl~· h\lt'of ·tJ i" t~in ~ ti"Jin;o; .jh,:'( (on t l'~ "',)•. (.. 'Th,~: c'-II:' fo' nli"J" 1'::1 n.:~( ~ 11)'" JTI

increase \\ereAc1 LIlL HilS, classical, Xew AC/Smooth ,Jaz.:z and ]I.,lexic<ln Regional.

Come 'R...1:I:ings Increased AmongAdults in Most Da:yparl'l:

Sprin~ 2007 saw a j llmp in nwrl,Y CV'-'l) clu~:llm1 for1:hc pe.L'C'{'nta.g'~' of ad lilts wllo list~ncd to ratli'J i.lt
kast O[l(~~ ~)cJ' week I\kn 2.) ,;4 shm\c:i ~nmth i [J aU d"I~Tliil rts cxcqlt nlOnlln&", WhLCh \n~re fhlt ()['
•••••••••••••••••••• in C-\'t'I}'llui'PUlt antl, in m'.h1: CllSCS, l'UKhl'1.1

SIX .'1',11' high". Rt'riCh ilmong \'\'omcn 4~ I was !Jetter th,lfi Lt ~\',LS ill 2002 in mos1: dnyp,l ItS.

Time Spellt Li..,;;tC11in~ Erosion :.\:Iost Evident V\'ith Y01m~ Listener,,;;
"':".-:rn ~,~:., ;Jnd [rlr; tunC'r. 'n ~1O ilni +:::i r:-.innb.,"=, kx l)(,f'rYc~k,rc'.spr,ctirc1y, in Spling 2007 than a YCiJr
~J.1[licr, <U1t118 243 also l1cclincJ. rlftc.cn ufthc 22.1Ii.!II••iI~ ~IIIII••••IIIII.
led b., S),ln i;l'~ l)nl£mp:Jn1r·., ....·hkh "0;31 ( {~ll lI:lJr,f.F1C r-l~:{i~CJtl P.~¥.~)r d, ·lIkh .jec' irl\:d 4,:'; miIIU[('.1;: .h~

.()th~rs i;lipped 15-.30 minnt("," r~r ~~fl,ek. Four fOnllats held S':E'Rdy ilTld thl"E'R gainM a qnalt("r-honr.

Upper-Tier Income GnJup Crre",-" F-or MoRt Forlltr."lbt
E~lt~'n cltI.:N;:2 fJL'rlli~ lO:.te<J i.l':.L·~ _fi :lc~::-•••••••••••••••••••
~E H-:"I d ~7~PI):l':I-IJ1(:m :X".r~(>lT, 11u~ 1.~I,(~~l:il~:; I)~ ~~'()ULltL)·ll.~tCllCL~ Tl-ltb HHI .It this level g'Jllml

g~IL ~n:. i1: i I ~ Ltc of1:r:;:;' '.r. :)11(' :;C.~Jr~ '.n() l: .h lJ (1 m:cc f:C 1',11') ~=I",' ;1 2 __S n tc: ·;pi> ~I J x ~(lO;j.

(CHllti.mreri (Jf! rW..(r IKl,(ji"')
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Ratings Story Lines of the Year
Higher Education Progress ShOl\Ted hnprovenlent
r')l.Itxn c:ftho:- 2;: t'c.m l:!, !;l-l('l\'(!(~ ':1.: H:,l!;(!~; h,m :~:)1 l:1.t 200610 20071fl the propmtLoll of theL'll.,t(~llel~
whQ h<l..-::" c.;rr0d <. roll::-l';c oqn:-c. 'rk bc~t p:r-k:.nil"!S f0l1nilt was AOR, np 2.2%, follm...-cd b~'SPilf1ish

~~,l)n~nl1lX)r:IIY ~Hli:. XJ ~ p:Ht·:, \"hi (.:, .~; II nr/. 1. ()q~ :I[.:_ 1.f.%, rt·. lH ti'- :'1) ,

Jlispanics Increased Share of Most Forma"W Audience Composition.1I
As thl'ir popL11<ltion O:lLltLLlUC'(i to Slll~(~ ill the' L ..'l., H i.'il~llli~~, ino:~("(';l,'ld thc' ]l(~ro:'nt<J~l' oftheil'
rqm~S(~lltlllIOIl in \~oftbl~20 1l0ll Sp:Llli"h bln!;lllil~efOl'mats ill t!Jj:-1lq>:lJt. mT'm~ill~ 1.1% more
in aLldience ccmpc\Sltion tlmn in 3fring 2006, The on1:,: formats WhCl'2 Hispanics malk llP II smaller
projX)ltion of n brmat's 11.,tcnershiIJ \\'ef(~ Cl'1mn Contcm~xmlr.r, Olclk~'i, AltrIlli.tth·e imd .::u.th·l: RUll.

•,. ""Vhereas .African-.Anlericans~ ShareWas :\:lore Mixed
Ofthe 20 F.f1gl:s~-lilf1PlilF;C fOlmRt.s ill thi.s report, Mriciln-.':l.mel;C<UlS in,reused their .share of 10 fonnats
anll Cl"Cl'C<.lSd theil' share. uf nine othc~'I;;, with 0nc H~nmilllLlgull(:h;rn~l~l.of foul' formilt~ iLttrm1illl;; i1

_c:ignincant proportion 01' nlild litt.:n cr::~ Rn;i hm"J~ enE In,; I ~rh-JT. ('.;:.r.t~:m:x':7J:;- g~ jll 00, ""J); l" ~ ~~'''''n

AC was es.."'R.f1 tiaJly nne hilngffi imd Np\y AC; Smooth ,Jazz bart iI ."mil Jl~ )~l,(,p.lltage.

Mexic.:'111 RC~Ofl.,;1.1 Listcners KC}T r.rospccts For ConsulucT Electronics
Purchases
.\.:::: ,:r.:lin.!;,; 1-:) ').~fl~)Im'l~h: L"'1:c.rt:rtt 'J~ M,~."i,~m r~,=-gi,:~:,l . .'1],:11(, i[(L:-::Cl~ \\"lJ. llh,,,',~:lhc ll'r::mb': r.Oll~ll~l:m

,: r to t~'nt tl) pi ruu';l' ;J \\~J.~_' ·YUI';"t;.' (; f C:...Jl~ll n.~e=- ~~ ~~:: [~)nk:l), p..utkll;Jr~: .. 6'~~:,:, kr ..:.n t:_~rtall::r..(.nt, ,,'·or!;.
o(l!' home us(~. They m~l~~ mOlr tb:1n twice ..l.~ likdyto l)ll~: il \·idco gJlme ~y·.',tcm ill the coming ~'"(~iIl' ,1I1d

player or \\1relp.'>.'ilmll So2J"1lCR. for t be.n:s~h-t'.~.
":'lH)' :iJ 9' illlt:;~ldhi);h ~: ," :lii.tnl c~::...,..c m~', r. [TV" :lCi\~; :n.l o~lH~l {b·.·io:~.~,
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How to Read the Format Pages
Th~:;l:;z, fuL'nlilts m'(,'.l"tl1ketl ill ur~leL'dtht'iL 10:+ ..'\"eriCgeQllllTter HoHL' Sharx~ oftht nil1lOLlfll ;ll1(lIl~fi(:l~,

.stcllting \\ith the most popularformat. Ttt\\iO formats arc tied, t~ey ill't': listed a phrrhe:ticilily.

Alt hough t~is studywas released in 2008, it uscsdata f;at~(':rcd i'rom thc S-Plin/\ 2007 SU\T:" period.
:\nl'ldi~H~fl(:c to ''t~i.'i yc.. r~ Ol' "()''CL' lhe I: 1::1: fM~ y:~m~;," .:tl~, us:-:t:2CH7 ;~;t1J{= 'J; 9.~ :..:~:.r

"':"1j 1,.::iJ ~." J::1u.l.1oJcr31:unJir:.=: :i lr..::: mdlUL'J.: ','.()D.1-'tJ.S.ition of;'Qllth uJ'i.c:lted formats, the "ElhIClltion"
and ~IIOllsehold Income" statistics include olll~' listeners 13 or olelcr.

rn -::fJe. int'Cl"nl:l:i9r on 111)"'112 (l\\TI(".~~'P; t~c. -::c:rm ~o7h('J~ refers to the wrccntMe or that format's listcllers
who neither O~ql nor rent, bllt Ih·;c in SOffie:Jne eLse's resic1ence.

·"I.L -::li..'no;,'f,,' C'.....l.:.v;.:iJ:.o.;·:t bJ'f,,'.~~;:·~).l: \l f(:~llJo.rt'-;: ,',uJi~-u'( intu the .stamlaL'J ,~e <.:ells; •Alldil'lK"t'. Ratj~~
b: r.'~':Jl" nb;~,; ~},:. ~.:1·Llm'l[O::"·:of] fcrTII~ 'r'\,ithi~ th]t ~:~lTib:)I)·.

LirtC:lll·t;(bt~ ill:~u.:~J~:'bOt:.l :mlIlTJ(~r\~il' :m:l T.lIl11:or.11Tt:~n.·i:ll m,ll:)li:;b:~l1iJlt:-

HowVt7cGatherthc Data
The in t'ml11iloon in 1his rq:ort is from more t~an 400,.000 .£l,rhitl'Oll lisJelling nimiCfi rcprcsc.nting 1(-:0% of
o:~'('~: :~ 'l.ntf it' tho ~ I.'$ .. lfldlllii fl~ th, )I;':~ \,..ithi n ,1:1.( I :Ht'ii(Ie of Al'l lit LOll\ n1; lilu rly mCiI.9UfC.(1(.9ynalCiltcd)
miLt'kcl.~. Radio Toda.!) lise> resPollden l-1evel dala 10 compi1e lht 11sle11lt1g dala, Llsing the en l il'e l:nile<i
~ l,-.b'", ,'Co .1 :infie :;:l1npliD~ uni:, Til i.:-. n~t beddfn:. a morf', r.mnple1P. pir.tnr~ of f, radio ~ormafs ilU dience
profile thilll ~'Pi~al rom}1ililtions that ilrp, simr1y ilVeril~f'$ ofindhiClual rnilrket rp,p:.l1.~.

P(Jrfaf;h.· Pltuf1le M (~~I 71f i/~tbrm(i nun is nut 111 ~:IIlded in rMs stidy hUA1lL8e AI'hi'Ton 'I> N(I li01lU.1 Re9ft/nut
Datu!lw..·:,jl',ml wfric:h this data i,~ deril.~flt C'WT~lll'q,on/,f! i) .... :r.l1d~,9 Dim',11 ([ata. In!l1tw'l'~ Racljo Texla;.'
Tr.r.~.«:;. ~rl t7i 7i 'l('('.: Jnf'.'., "~~lt(l in ~~:r:.I' 'Im.ll (~'i w.arK....:r,.., I it;P!fill PH'.{TMSf,'!'vhL Diccl',t,! I bta WIlS colle( :tI.,Jji!l"
r!, f! (.0 If"l,;,'(.~dv L,r. TI;,'fl t f'l'N ~'-io?l",~ {!TpHi:I....};..,~.,j..~ ~:-JI(I HUIJ:;tOfl G(lb..'C;,: Rill, ewJ lL<;teuer hCJhavlor jrour
t1m,,,,- ullr,~k(;1's i,~ )'lyn'I'.'ir./1ted in thi.'i stlLl.l,l/.
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Glossary

F:::adio Tcd3:1 ~~ae. ~dition

I Ave-rage Quarter-Hour Persons
I .AQH Pel"sons)
I The nYcnL!~r Ll LlmlwL' of pcrson~li.'itcr.jLl~ to u
I lJalt1(':lllar station or fonnat for <It Ic<lst fiv-c

minutcs within a 1.) minute p(~L'io(l. This mdric
: -];; fflJ By-an t whfln ~rih]ng the nnmbflx of
I jlCr9"Jns listening to ul'adiu stlltiul1 "at a giwn
I time,'" orthc llumbcr ot'llcrsons that arc likclno
I h(~ar <l part it: L1Ll r ex.m mcrci a1.

I Ave~<Igc Quarte....Hour Rating U\.qH
Ral111gol' AQH PUR -1)er:sOJlS llsmg

I radio)
I ' • •
I TJC A\Cnl~l~Qumtcr Hour Pcrson,; l'~tlmflte I",

I (~XpL{~.~~(xl Wi u pcm~Lltu~c of tlw po()[lint in Il

bcinj1; mCUS\lllxL

l\qH Per~cns ~ 1M =AoH RzJin %)
Population 9 [

I -Cuwc Persons
I The totHl nl1mb:~r of (~_iffi~n~llt pCLsons who tunc

io tU'1 r,ldiQ .::;t<ltiQIJ Q[ fulmi1t fo!' i1t 1"'''~1 fj,\t"
miLlutcs \\·ithin II ~e\'crJ dm·· SUI'\:(~Y lx··rkxl. Thl~

I .<tiltl<ti(" can be.lSf'.d to nrn~V parflllel.9 bftIH'..en a
I radio ~tation!s alillience una , furex.ample, a

nC\,.-sJ!ilper's dreulflticu fi~lm~.

I 'Cumc RatiIl~or CUlDC PUR
: ihc Came Pc L}iO Ll.~ 1I1\(llc Ll(T (~X l)L':~sse(l (l.~ i1

perCenH\!';€ or a11 persons fEl imaled lO be in lhe
I ~pcdfied dcmugrallhic.; gJ\JlljJ. EXiliIlplc:

~5()!ODQ Cumc ~crsonG _ ' 0/
i ,OC0(lY) Population ";( 10~ - Cume R<Jtlng of 25 .1:

FQrrnu.t t>h~r~
Tbe p('n:('ntilg(~otth(m' Ilstl'n lll~ to l'arl[o in tb(~

Mdm \'.'ho 1I r\~ 11."tl~nlll~ to ,I p,L Lt it: II lrlT I'lidin
"lallon lonnal. Th i;;: l~ I'ele\anl Idlen ,~m pa 1'1 n~
head to hClld Ulllill cumve.ttors. EXllffil-'k:

,.j,4C:'0 1\,:) I-- ~cmonG

1::1 <I sp8citic fc rm8!
M.DOC ;'01--1 ~c~on:; :x 100 =Share of 6,0)%

i~ ~I 19rmilt{

Index:
"Tbis metric i.'i nscd b\· mn.'iUffil"-l' ffimlct(,1'Oi to
.5'll\gc~ the 11lidlhoo(1;)f mn.'ill m ~)tl!l n ,l mOLl ~ i1
pmticular (l(~ogl'lIpble ~rou~), within <In index of'
100 mn~ldcLul ,L\·CJ1lgC. I'm examl)!e. ifu pmdl\C:t
hm an indc., ot' 1:~2, then COn311mCl'S ill tULlt
,:kmographic nrc 82% more likely than 'i'vcrage to
of:On~l1rnt't b(It pod11M:.

Time ~Fcnt !istclung(T~9
i\n (",;t:lmilt<' (Jtth(~ ilmount ot tlml" the ,1y(~L'ag(~

liSlet\er "petll \\'llh a Slallon (01' lOlall,,3.c1 io) dlJ I'i ng
.u rlliticllhu c1an.'lllt. This ~1imatc, ,~'xrrcss(.'d in.
bolU'.'i 1I ml mlnntl':i, i.'i LqXllted fi)r
the 1'.·ktro OL11~·.

168 qULHter-I-Qur~ 2,000 N~H
in a time Feria::] "X Pi?r:ims = TSL of B.4 hJurs

"-0;(,0) Gume l\udien=

o ,(f~7'11I;iIQn In~.



National Radio Format Shares and Station Counts
Ra di I) Format Ran ~ing$ and StationCounts

Ranked by ~or Sun 6AM Mc,
Pemonr, '2+; AQH Sh6re

AQH
$h~r~ 12+' S'ta1;iQn"Format...........

-Soft Adult C:onte-rr 00 rar~ 1 \191 142
-Spanieh Adult Hit£ 000 4\l
/\cUt ~t8ndad5 1 00 B1 20L

Claseb Countl'( oOB 200
RhythmicAC I 00 71 :26
.s pan i2h Trq::ical 007 4$
Con:.arrp~rar,' Inepirationlll I 00 61 :B8
Modcr1 Jl,cUt Conicmpomri 006 -3'
EduO<ltiol1<l1 I ~J41 126
JilZZ (14 75
~e", Country I ~J41 102
-Sp~n rh Nco\'dT<llk '04 '63
Latino LrbaJ I (131 12
Rh'f1hmic Oldie~ 003 18
Spa1ir,h Variety 1 (131 146
tasv Listeninq 002 46
~thnio I (j~ '!Ji
.souths 'n Goepal 002 184
-Stl,nieh ;&lkliDJ::: I 002 -82
'8Cs Hits 0.1 19
No~talqia I 1),1 ofB

-S poni ~h Old i8~ 0,1 :26
Teiano I 1).1 ;2'
Urban 0 dis5 0.1 :20
-8h ildr~n 'f ~adk: I (10 1$
Famly Hit£ 000 :26
(:,th~r I (10 7a

AQH
$har~ 1Z+ S'tatiQnliFormilt...........

~Dun1r .... I i271 1693
~Je""~IT 81 "II rknn<1tior iO.7 1,553
Mu t Contcmoomry" 1 7,;: 1 ?DB
Pop eontsm porary Hit Rad io =5,6 ::}B1
0Ia~~il,; RQ;k, 4- 51 ~14

RhythmicCcntatiIXm''i ~it Radle. 4C 15Ei
Urban AdJlt Contemrorarl I =3.71 170
Urbon Cont:mp;Jmri -3.7 154-
Mex ~at· Req o1al I ~,~ I ~2

Hot Ac uII l;on:cmDorilrY :1~ L51
oCla&>ic Hi:s I 2a 2Bfl
old e5 2(; 7!'iO
All ~po'"t I 231 &30
Contemoorm Chrir,:i31 2~ 724
Album Orien-~d R,~clI. 1 2.11 174-
,",Itern atiV<i 2.1 =315
Mu tHits I 2C 172
.cl<l~"<ll 2C 275
h:i'R: Roc... I 1.9 14S1
Ne'N A~18moo:h J9ll i.e 7~

TolkiPor50r olitl' I 1.8 202
Rei gioos 1.5 !Xi3
Spanish Ccnicmpomrl' I 1.5 125
All ~le'il'::i 1.4 :31
Vsriatr I 1,e 750
Album A8 uIt AJterr ati..e <J.G 154-
-Gospel I 00,9 ~4.$\.arre. rDr:':e:.~:JUSanio""1":'6.rt'.JU.!tilflcom€.%""1

,",,~';;l~f~s.\a.:~'II1I1 ~~.:.·'-~II::''S~, .~r/':i Y{'~1
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Country
l\0, 1 Acl'O....~ '111(: lJoa rd.

('()1J ntl)' \\ ':a.":" II /\ III ~r,c :,a \.j m 1'Lloil(: to rTIl :.t/!
LUnklll!! [\u. LhU~1 Lfl Lt;rrns oL Ilumloer
~1f.<;ta:i"n.<; (1,6B:1) RI1<l i:J popularit:i,
1'''Hi"lc:r; rlf( >l 12.7% "J"m' oI1islm; rl~

~1""r",l1'l1 SI"ill:" ::m<q. Tlolil "'>trL·.1
tll!'~ drll;.;ht ye.11'8 ,>i ll1<.:reC\~e~ .. "Ul~t

"a,; ,;liglltl)' .1hrm' Cnlill try's 1:2.691'.
lllllrk (if SlHillJ!: :2006. Cla~,;i(; C('unLry

.lJ.lld [\l.:W 0,un 11'." slalilHl~ l\ lJI Lfil IU Lcd

:!~)9 an..l ,02 ,;futi 1111 S, l'(\¥d"i,",~1y. ml'

~l LllL~ll <Ji 2,08'1 r)Ulld".

C~)ulILr," '~a., Lhe: t\u, I [umlal ~1lI10IlI;1

ildults 18 14, :!5 34- 35 H (\11(145 Sol
."C~] 1".'-: ()1 ...:. rI ntn b.:,] 1'\'1).:2 al.li)rlf}

Atlults ;1,1-6,'1 :mJ 6:-;+.

CLlIUlll): l'/l(li(J";.lo(,~<Ja~·;'.1lUlr;'-'l·

..a1·11l":1~ W':-J-: r('''('x:h~111~ F;rJ:I ...·dll

(,fit,; 12- tn 84-:r't~,ar-o]clli~tellf'I'

(1 IIII pllsiti(ll1. wlliC" ;;Iined fmlll 21'10/,
to :11'Y', bCltwCcn Spring 200:2 :2()Oj.

Tllollj!:b C'lunlLy slallllll., wefe lllllUi;111

Lo h,· "1,,,·(ly (0,",""'''] "" \ ....""''"',,. 11",

);<,;lldn lml~lIl.:l· h'l~ ~hukd Lli \,V,-,wm
-<1I']y l.:;ltV ])1'1 ".""" 2002-20Q7.

AQH Share Trend
Pe'song 12 I Mon--Sun 6AM-M id

SP02 -SP03 SP04 -S P':6 -SPC6 SPC7

12,1% B,~% 12m(; 12,~% 12,C",(, 12.7"11'

Audience C(]m~siti 0 Il
~arc&ntof ~ormat ALlJlence by Damoqraphk::

~jo1-Sun, 6.il.~A-~'id -

W::J,e1
:S3)(~

Listener:: 12+
fl.lon tLn. e.IJ,M Uid

Mer
4~,3%

.J}Jie: !\I .. ,!:l/ ...~·.-d.'J~::otc;tms)'JIl.:.!~JIJ:l f~~
$,lifO;; FCx;-; ~,,!eiJ7~~ns an to.·.·. ;JJJf~n. ~'6la come fro.·.·.
,"'I".':":1~;Qs.~.'a.::'i"l h¥..;,I!.'6!E~, Eftn,-'5 :"t'7
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~w:c,( h\Clfl
Ccroo:ib-'or

31knG
19.7%

ffi~lI'JH~~
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[10-:-3~

AQH Shars tJ Li~t~ni ...g by D~~part
Persol1E 12+

Country
1'\0. 1III 'E.\,cry' DayparL

-With ;16'i/111il1im 1i5ti:'Il~L;; each weel,.
C~)uL)lL}' bml LII<.: I)lg~{',;l ~haH' o[ raJ.,)
li;,t<,nc'n; ill <'''\)7 dan><ll't. alld (!(l ined
aULli"""" "}I:<I"<> 1~)lh ill "wnlllllV "lid
,-",,<,nini?l~-

COUll hy rfl1lI:ClI ~e'-CJl tll hJ gb%t
.'-llll""P; all ("!"m,,I, 111 1)1(. pc,,"III"W'
-(If ill-t::'ll'li;-;I"rlirlK~whi.;.:ll 1'';'~H:1U'LI

Ill.n'e th"n ;;1l,''i'-~1 ,i:'-;'i':lr rf'~lk. '\Ild

Ilst..n; Ill!; tn ~111 ~ c:tl ti' md") \\a, lilel f'ell
C~)ulllr~' ll\n~' JH,.:l(,'rr{'J Lll dhou. a~
Llle~' L1LJlkoJ ';';"COLlU-)(JI"o.;,;l d all
lj,;,t~lH""" for lI,:;trr inA te, ."ITeam in!';
LaJh

AQH Shareof Li stBning by LOG31ti0n
Per80ne 12... ~lon-Bun, 6AM-fAid

Ot1er
:2,8°,i:

At HOITfi
335%

In (Ilr
::3S,:J%

1~,6~.i:

MC1-Fri
-Mr~1-10A~'

13,3%

MQIl-Fri
10Ar~1-=3PI',1

12.i%

Mcn-Fri
=3prY"-7N~

MnFri
iPI,,1-[,..lic

I
12.7%

[,..lon-Gun
6Aly~M(:

.-J

Couuh'~' \.... .!-)S hr I~J r Lh(' 1101111rlH.111

lUrIlld iLL the £'lol SvuLlL CClllruln;;.;i0n I

0(",llle!. IuduJe~ TCII LI{'';''i(;C l.l rLtl

"Kf'ntmly). ;in,l H1,0 W;l.~ th~ nHtloll\

top frmll:itill fivf' of thf' othi' I' Pol ~ht
~e(J.:).1'O pll i'" (lJ'<X,~: tile south ..\t1mlIJc-
(all A lhc Eu~Lem S('tlbuar<.\ ohlll"='
kl\'-u.:IL D;,;h\\i.\[\; arr<lfbri(hl)1 We,L
Soulh C..'ulml (indllwng T....x(l,), £~l,1

1\",'1], C"1I1 nJ 1(i 11L:lu,l'l1!-l Tll'II";.)
Michif1:ln and Ohi,)); W..st NOl1h

( .. Iltd (th1' phli ni< ,;tltf's) ~ln (1
r.l<)Ull lain tclTitmics.

..tJ'Jie: !\I .. ,!:l/ ...~·.-d.'J~::otc;tms)'J1LO!~JIJ:l f~~

F::::adio Tcd3:1 ~~ae. ~dition

AutliM\;~ Sh~i(l by RBgiM
12.7% - NatiCflal A1Jer8J3

Persons 12+ Mer ~un: 6,1.,M \.'id, A'~H Shm,

tJe.~ I::: nglan,:

F'igu'es r~present lhe
~a re o'llSlen ing t'1af
ihi>; fc; rm<lt attl<l.ct;;
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Country

l
'9:15
P12+

J

10:CO

$25K-S50{
")1J%:

<$25<'
17.~%

9:30

H(J U5 e~cld Irlcome
Pera:m: 18+

~50K·$75K

25,1%

llm~ Spent Listening by Dcrnogr.2lphlc
(Houm:Minutes)

MOl·bln,0.A,M-vlid

Hign
~chool

Gr~~u~e

37,6%

Education
Peroon~ 18+

<12ih
'~<K8

116'%

Ella:: ~ Hilf'3ni:
1~% =6.7%

Ethnic Cump<lsition l­

AQH rersCon8
~ ':nl:/ r :-ST C(:4lh~ "'; ""~Ik",,~

Ol!l.;r
~,4%

"WabJhi ns You
,; Jin::-y,1. ~,',ifi3

-Good Dir~j~n~

&Jr t:.. ....':"~!UI
Fi nd 0Jt 'Nho v(lUI' Friends Ar~

'7'<"0"1 L ..J>t>,-e

$h.;'a E\er,r1h ill~
&-.....1(l~ider

VI~~~

.:e~ ';~~'el1.\OXl

No:.ll::llt:::
E.7'!i'J:?or. [.r:'i)1;

l<Jdc~ LNC Country Boy::;
)({?";;r .~&o-a;

Ee~r I' f',k. ~J

k:r.rt.· tMJ;.:

-Setllin
:::~-:I

Stlnd
F.,,.;oI.=iiR

~n"",'~",ttc~ ~~iJ.-

Top ('0\1 nb')' S....J1H5 Of 2007

.J}Jie: !\I .. ,!:l/ ...~·.-d.'J~::otc;tms)'JIl.:.!~JIJ:l fa..
$,lifO;; FCx;-; ~,,!eiJ7~~ns an to.·.·. ;JJJf~n. ~'6la come fro.·.·.
,"'I".':":1~;Qs.~.'a.::'i"l h¥..;,I!.'6!E~, Eftn,-'5 :"t'7

P12·24 P18·:34 P25-54 PJ5·S4
ffi~lI'JH~~
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Country

~*

~7

~~

g4-

8~

92

100

110

104

104

102

101
100

000-514,999

s:; 0]0 or More

NS'NS
MO'Jie Li ~tina[:
Local'Ccmmunitv Evant£:

Weather

l.i ~len to Rod iJ

$15.000-~1O.90(j

$2IJ ,OOO-s:M .90(j
$25 ,OOO-SZl ,98[j

Bloa8 ~Raad or Conh~utad te,

$S5.000-SM.90[)

Inlemet Yelbw PaaeE

Cowrlo~ Mu~ict
Li £16n to AJdic Cli:).!l

JobJEmDlo\'ment 8.98101

Au(;jJOl Site

Pa'l8ills

Finandallnlormmion/Se1\'beE

ir'3'o'sl Rewl'o'ations
Airline H'3tel, Auto

Real ~stn"e ListimlS

Radio Station Si:e

G'i1me::ii

Ways Online Services Used
~nt3~ Days

AmQI,IIlt HOU$~hQld Plfln~ to
Payfor New Vehicle ~l(t

12 Momns ~H)

~

~

$1

:98

.00
1"6

10.5

103

100

AlwilVS

Al>.lfav~

Inoope1de1t, Bu: Fd CbGa'
to Reoubl Cell

Denocmt

10-19 Hcur.:

Inc D.':'11dcnt

oneo! These

Inoopcndc1t, Bu: Fd CbGcr
to D~m~cr<lti~

ReDublk:ar

N.;ver

Less th an 1Hour

Never

N.;ver

Alwavs

-Sometmes

-Sometmes

:20 rourl> or rAore

:!:-O HOJrE

.som~tm8s

Politic31 P3rt'1 Affiliation

Time Spem on the Internet
in Average Week

How Often Usually VchJ il1l
Stilltlwi do Elo~ilm~

How Often Usually Vote il1l
Ph!s identi II EI eoctions

How Often Usually Vote il1l
~~~I EleotiQrn

~1

~

~

~

-00

$9

:81

113

15%
ru%

I ..

Video G<lme t;\'5Klrl .m
Wirel ~s&"C~1I S" 1\' iGB !J rC'!her
HH r~en~er 101
Wirel~ssIC~1I Ser~ice h 8ell' 1o~

F3mily St3tus;.
'.1:lrri eel I Q4%
~kvcr ~hJr'icd (Si nole\ 21%
No Child'en in H~u*hQfJ I 55%
.At Least One Chi Id in 1H 45%
iw::w \bre Childr"n in HH ~i%

Own 79%
R.ent 1i%
<-!her I 4%

-Own or Rent Residence

C~)UUl .." 'HI" licJ Lor IhirJ-b,,·c.sl

~ It all l'(!rJLL<I ~ ~![ 1I"lo,;no,;rl'i ~~h(~

J~I\\"J1I(!l\Jw ('I'Ii~ll,;lld l() l.Ludb
~:lips. aml Illf'}" W~I"f;' ,llllong t],t-> If';l.~t

lil:e1r n. hllr ,I sah'll:t':' radio ,OP.n;(J"!

ill L1Il' L:.OLlII Ll~ ~"(:aL".

"Tile j"!1"(;':'11 la~f' c)f enll n Ir;" hOllsehc )Icls
w], (, ':'~lI"Il ':'c1 875,000 p<'T' y!';! r (, I" TIl C,1'1'"

~L"C'V from 16% h!26% in ll]c.sjx~·cu ..:-;
bl'lWl;cll SPI'IJ]g 2002-2007-a 6~%

InCl'ell~ nn<l Ikdll.n",t f'mwth rat,.~

.:-LUI';'U.:'; ~.L11 ~~ "11UJL!-:.

C-o.Jlll.";: l,;!-lI.'kl>:l !-:l'X~ ,ud-hlnl'(·!-:l ~Hll01'~

~ill Elll'li~h -LlIn,;o;Ull.,t;l· {unw.lle mlillll'
,,-:pl~nl lIHI(·I1II1K IrI :.] 11 k.ey il:rn",.,-:~

Hnd Cflll11I'}." HS:f'n,:,l',s llHhx':'cl thlnl­
hif!;],~t ;l1rcln h ..111ii-."tf-'11':'Th fit!" ~lnh
fl.cpu}'lialll g. '11lC~"''':NC am..,]lg the
LLlo,llild~'of all raJ),) ClIlL,;LJIUCr;

l.o nlHl lhdr ~)\Hl hVLIII,;;" i.lILJ l.il I1\.'
u<!rrrcJ.

Lcadc rs AmoJll? 110me
Own.,,.,.,Io,I'I!\.'T......i..g.,

Tl1~ 'CgLll eLl 01' ~ Ie CO UIII..", auJicJll;>;.'
tlla t o.ltcnd od l)l" gradUlltcd ti'Oln

~<;n.'W, In", fro", '17% I" ;;;1%

lH.~I\"lt~('n ~OO:2 ~)I~.;l ~1.107~ ~)I~.;] ~] l~'p;lH~"

P':'J"()(:'llt.l;.;e of Ito Illi1t'ner~ W<:ire h~h.

.~(:],c~)1 lll';lllLl<lI':'s than ;lnyother

tl!L"Illl\L

I -. Ii • I r

~~:~~/~~~~~~1-r..~:~~~e f~~
.)cia OO.':'e fromSc81~mUf.lI"':';:5}+~.~,f..~ ',2-~~;.

F::::adio Tcd.3:1 ~~ae. ~dition o ,(f~7'11I;iIQn In~.



NewslTalk/lnformation

ffi~lI'JH~~

Men

56,m

"354%:

Listener:: 12+
fl.lon tLn. e.IJ,M Uid

iNJroon
4H%

AQH Share Trend
Per&lt'13 12 I Mon-Sun; 6,6.f/-M i~

Audience C(]m~siti 0 Il
~arc&ntof ~ormat ALlJlence by Damoqraphk::

~j01-SUt'1, 6.il,~A-~'id -

t'.()icrCl .\Q~

c~r-:;~~::fI ':f
.::ltJrrrrii.

SP02 -SP03 SP04 -S P':6 -SPC6 SPC7

$,7% 10,$% 1M% 10,4% 10,4",(, 1Q.7"11'

,"villi Il~rl," '18 LIlllll(;u Il~LCJll'l~

w<Jekl~' (lCJ'(J", 1 ,,:;5;') ,,,tution:=., the
1\"'''"YiT"l1,/1 n 1.)1' ""l,,,,, r'HITIHII'III·l,,,<1

Kil. 21fl HlullOIlS a"J HUlli,'rlUl: ~1i<1l"C,

~J(P"J)(tlll;;k'm 104),'; ill SprlaL: 2006­
lo I o-7'?f; ~II ~IJ~ nf-!; ~o7-:'J h:x-ye... r

Iii!>}" T},l1l.~pJiu;, 1\,/1/] '~a.-; 1\u, I ill
Ihe Dr Ill..: IIUlioll',; LlIp 2.~ llllll'kcl~:

Cl1kfqn, ....1111 Fmn,~i~, ..., Il"",tml.

SwLlh: aJlJ SL, Lnui~.

AlllCl'lca~;. Stendy, Ready
Kc'ws S4llU'lX

While.: :;;6% d il;; lioL('J..l~·n< ''':IT 21:ku,.
,Vnmcn ll(m:"t~~l1Yf'f1in,xlAmllll(l
ill t\./r/l·s :'JLlLll(:lll:C" 01 lrllpl 1-;-;1 .',m;: HrI,l
thm':i lxx;n i,i, miirlil.'ll ~hift tll\\'l\nb
,Ln ole1~r d~Ill 'If!:l'~ phi (; mill p,osltl on:
,H -'4dd1 fr.,)m :.):!~\t It) 2:-)'.\" of N/l'/I

1,,;l":Ilc,~hel,K'Cll SllrLll; 2002 mltl

2007, ,,1i:1<- 11I"M' 5.5+'" "' f'"l I'm,"
4H'S te) .;;1),<;. r\mrlya11 (')7'J1;) "f ~/I'/I

l~,;[t'fIL">< "",,: "llt""1 2::; ~'"al'.y olel •
.aml77% V>'t'I"l' OU~I' 4,5; th()~~ fi!,\lln~s

\\?rfl h;;h~T than .1 ny ()tl1~l" 11 ,rln') t.

C()n'...~r~..,l).-·, ~,/"/ll'nnko:l last jn the
!)cl'~'Cn~cof L2-2+ tX)IlL!l,...,iliClII. ,HId

_"e,,,,,,e]-1"!71''''1 '" ii' 6.)+ lTIaL·,,~,-

.J}Jie: !\I .. ,!:l/ ...~·.-d.'J~::otc;tms)'JIl.:.!~JIJ:l f~~
$,lifo;; FCx;-; ~,,!eiJ7~~ns an to.·.·. ;JJJf~n. ~'6la come fro.·.·.
,"'I".':":1~;Qs.~.'a.::'i"l h¥..;,I!.'6!E~, Eftn·-'5 :"t,r
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NewslTalk/lnformation

I
N,7%

Mon-SUl
06ArY~M d

.......J

ffi~lI'JH~~

o ,(f~7'l1I;iIQn In~.

t,,'1QIl-Frl
7PM-Mi;;

tJe.~ I::: nglan,:

F"gu·es r~plesent lhe
~a re o'llSten ing t'1af
ihi>; fr; rm<lt attl<l.ct;;
YI~,i nfh",se oen~ U~-,
regIJn"5 .

Mcn-Fri
~:lM-7PI'tt

11.7%

MC1-Fri
1OAr',~-~ Ptl

AQH Shars tJ Li~t~ni ...g by D~~part
Persol1E 12+

12.4%

Mon-Fri
';Ar',~-1 OAM

IV,,j'rJI
~1.6°A:

AtHQIT'ii
:5',5%

AutliM\;~ Sh~i(l by RBgiM
10.7% - NatiCflal A'Jer8J3

Perwn~ 12+, ~~on tun, ~/JN ~)li::J, AQH Shue

In Car
=34.4%

AQH Shareof ListBning by LOG31ti0n
Persone 12-1-, ~lon--3un, 8J1N-Mid

Oher
13%

F::::adio Tcd3:1 ~~ae. ~dition

A Rat;Jls.~ and Re~onnl

Pl1wt'.rh., 11:;1.-

l\...'T/l\ ~Ln:ugLh nUL all duy lOllg;
it waqh c l\c, :,H'o.tcd forllla t in all
~l"J~'[""'l~. 1,;'1""'"111,;,. 1",-",1,,,,, ""'l.-l
'."'l,,,,lI)' ,,,,,h'f1f1,,l }"·I"·,,,,, SI,r,,,!'l
2006 'lllJ 20)07, "lth ,d-!:.')mt> J'Umln~ I

" m;~(wi•.\' of i., ran kinf. NiT,.'l N". 2-

ill Lll;:lLcaLl'l;m~', llmLlb L,) ~LmL'~
Illom ill~ cl ri ~'C Lu Jl L.~ill ami Ull ulun
li",tC1H'1' hn.gc. CrJmpflriltiw~ 1)' ",'t:' 1iftl~
1\,.'T/l1'''''''''"fll""k pl''''''''1 "",1
("",lor ':;1%); <:-II1~· CJ:.,....,i""ll",d l·s-<
~,fits li,11'ninfl <l"ne O'l th1' ,iob.

or LI", 11Iaj,,,. I'".,,,,!I, '" Ll"" '''IH)I'L,
l\:"'Till<lllkt~.:l ~r,- 1 in New'F.llflblld
~Inll Padfic '~h"nlls;~ILJ No, :2 in Lh<.'
IV' kl ,.\t1Al1tk, I'i<'Jll:l1 At1mltir., \\l0.st

Stlulh O.:ulra~ E<,~L Nr;l'lh CC.Illml,.

\1,' c.~l :-1. "'ll. CCll LL Oil a lid Mou IL lulU
ill'C<lS. t\i'I'/I'" "hare I1f1i~[millf> in the>
\1,'".-1 NodI. (',,,,, I r:-tl aI"'" ;;1''''' ,,01,.,\,1.1'
fT fl11l1:;1.1% to 14-,5'),', h1':l\~1'n Sp,.in:-;
200eJ <lLld ';:087,

..tJ'Jie: !\I .. ,!:l/ ...~·.-d.'J~::otc;tms)'J1LO!~JIJ:l fa..



NewslTalk/lnformation
St.'OIlS TSL, Academle)
Im:ullIc Pn~l1Ic

TIll' ~c~LJlCLJl d:"l,:.'T/[\; 11~I.cILCI'" ",·I'I)
W"l'~ C')l1cgc i;-Tai:hmtcs cnntln llcd to
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Po1) CH R \~,,~ Lh~ J\0, I fu mllil !\lIIOll:;-;

"T{'C.:Jl.::l,. lUuk~'d )lLJ. 2 wilh all ulb 18- 2+
.fl11d:.15 3+ and Wfl~ fifth ~tr"nr;".<;t

""ITI( '''r; all"lLs Oti-+l }'<'" rs old.

"TI", r"rlTlall",,] I),,· ..,.,.»",1-1';1111':>-[
UPlllXLlLmllllJ] ofWollJ~'n ]i"Ll:JlcrS,

.:,ultlll.-: aU']I(:I1L:C t:i)II.P( ....~IIICHl r<hll\i.xl
..illi'\htlJ.' n]clpl' ~tWt~l1 2005 ;Inc] 2007_

1fo"'~l'er. 71 '\; of it~ lJsti:lllerS "~l-e

.<till u~dCl' :-)5 }'cars old, mo.kins it
lhe ~LX."'JIlll-~·lJLlllge.sl"fall formal.,.
Pop C.HR "],,, mIL b,1 No. 'l ill

"Tt'<';Jll·LJllllJ~Li()J1... LJU:ll J..Ll18-24

~)("IU'"l:i!i'" "J llil H7% "r ,I., >I ud 1(" fI L>::

'HiS under 45.
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Pop Contemporary Hit Radio (Pop CHR)
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t,..1on-Gun
6N,1-Mi;

ffi~lI'J~EJ~ ~
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73°A:

tJe.~ I::: nglan,:
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~a re o'llSten ing t'1af
ihi>; fc; rm<lt attr<l.ct;;
YI~,i nfh",se :;;n~ u~-,
regIJn"5 .

G, '"Ii:

AQH Shars tJ Li~t~ni ...g by D~~part
PersonE 12+

5,~%

MC1-Fri
Mr~1-10A~'

4.6% -. • -. , ]

II ! !! !

AutliM\;~ Sh~i(l by RBgiM
£.6% - Nffj on 81 Avera'jJ

Perwn~ 12+, ~~on tun, ~/JN ~)li::J, AQH Shue

AtH~tw

34,0%

At 'N; r-::
19:%

In Car
428°,'ii

AQH Shareof ListBning by LOG31ti0n
Persone 12+, ~lon-3un, 8J1N-Mid

Other
4m
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TlnlhLs W~I" the "'lly top~ market in
~rrilllp.c}(}7 with ~l PDp rHR cllltlM­
,;),"1 the !\\}, 1~t~tjml.

TI,,, r''''T,al (](h-<L",] W'I rlS I" ,,11 ,h)'IIITIL'
~bn"Jl'L"" hd""·",, .';1'1";"1'/ 2oc:,6 ,1Ilil
200;" ~lIld mllb~1 thir.1 in t"\'tmil1it~.

11)1111h1n In' )ml" flS ~lIl,l ;l~,'n"' 111 S ;m ,I
li ft.!: iJl JlL iJd a,v,;, PI)!' CHR IH1" ul' j u

.~I, or IIInc L\:gIOJl~ lluLi"rL::Ill),'; IL 11&1
th,' thh...l hIAh""~t ;.,hfll~ l:.! in thc-
ElL~l [\DI'Lb 0: Ll Lm): LL\Hl.~ f,)urlh j Jl
1\e\\' F.n f>1alHl, 1\011<1 <11~ Athin tit: ,Illd
'West North CeLltral; and fifth in.
t!:I~ .l.!(\~t :)(IUth (,,'<;ntl'nl f\l'('{J,

-G1l~n ~ jn All 1).n~1~m e Dnypa rt<;

1'1-' BI'llstt'1l1nl\ h..'111n~ lnn~ls"'gly

JOJlLlmUlL 11'; UIC !'l"i.:icrnx1 bcaLL'lI' I()I'
the PO!) CLII{ au(li~llcc, TL~il1 g fmm
40% I;) t:J% hd,,,""" SI"i'l1'l ~(}();; fUlLI

~:m()7-1J,."1's rlluI'Lh-h'iOl,,,sl "'1"'" 'i'; all
!IJfLWll:;.
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Pop Contemporary Hit Radio (Pop CHR)
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~/cr.~~
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(w~,o;(:M~i1i
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-Gi·.'e It T;l M~
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The Way I Are
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Fo;~;E

Education
Peroon~ 18+

"12111
oGrl1oo
'0.0%
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1~% =6.7%
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School

Gr~~u~ii
-:1.)2%

H(J U5 e~cld Irlcome
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425K
14H

=S25K-S50{
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::'::50K·S75K
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Pop Contemporary Hit Radio (Pop CHR)
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107

136

122

115
125

125

135

132
15~

132

155

124

OOO-SZl ,999
000-514,999

OOO-rM,999

l.i ~len to Rod iJ

Weather

MO'Jie Li ~tina[:
NS'NS

Local'Ccmmunitv Evant£:

Inlemet Yelbw PsoeE

$15,OOO-~1O.90(j

$45,OJO or More

$YJ ,000-824 ,99['J

Bloa8 ~Raad or Conh~utad tc,
Au(;jJOl Siw

Pa'l8ills

JobJEmDlo\'ment 8.98101

ir'3'o'sl Rewf1o'ations
Airline H'3tel, Auto

CQwrIQ~ Mu~ict

Li shsn to AJdic eli:).!l

Finandallnlormmion/Se 1'\' beE

Real ~stn_e Listimls
Radio Station Si:e

G'i1me::ii

AmQI,IIlt HOU$~hQld Plfln~ to
Payfor New Vehicle ~l(t

12 Momns ~H)

Ways Online Services Used
~nt3~ Days

00
$3

'6
:M

120

120

1'6

12,

100

125

12'J

Lsss th an 1Hour

Denocmt
ReDublk:ar

Inoopc1do1t, Bu: Fd CbGa'
to Reoubl Cell

oneo! Thesa

Inc D.':'11dcnt

Inoopcndc1t, Bu: Fd CbGcr
to D~m~cr<lti~

Never

AlwaVE

10-19 Hcur.:

N.;ver

Al>.lfav~

N.;ver

Alwilvs
-Sometmes

-Sometmes

:20 rour.> or rAore

:!:-O HOJrE

.som?tmes

PolitiC31 P3rt'1 Affiliation

Time Spent on the Intemet
in Average Week

How Often Usually Vote il1l
Ph!s identi II EI eoctions

How Often Usually Vote il1l
~~~I EleotiQrn

How Often Usually VchJ il1l
Stilltlwi do Elo~ilm~

161

135
114

110

115
1~4

24%
54%

I ..

FDA 145
Satellite Radio Subscript 01 14~

Video Game ';",sten 151
Wirel ~s,o\;;'ell !5e [\'lcr; '0 rC'1her
HH r~enber 143
Wirel ~slCell Ser.'ice f8f Self 120

F3mily St3tlJ!;l;.
'.1:lrri eel I 44%
~kvcr ~h:wicd (Si nole\ 46%
No Child'en in H~u*hQfJ I 40%
.At Least One Chi Id in 1H &)%
iw,:w \bre Childr"n in HH j6~

Own 64%
R.ent ~7%

<-!her I 9%

(lwn or Rent Residence

Stl'OJl8 Llkcllhood fo!'

EkcLruuic... PL1rcha:n:~

Y(IIIIlf7l'I· dL'lHI 11'/ i uer("~].-:i "H LJ~l.X..: I ~r

.all.e I"11:1l...: l'lll...: rl<l' Ll L1J{' [Il. IIIl'J ia wu..,
,-!-'tlH,t1',11n PDp rHR's tlmt-> spt>nt
li,;l.l'ni nIl:. 1'·1, Jell I led [or l.hc ;-;] lu rlCo'1

kllgll. (;1 0:111 l(mIIa 1.-..; , HOW":"Cf,

hch,,'c<'l1 Spring :.!(){]6 ant:l 2[)()7, p(Jp
CH R "Ialloll" ."J'PI',~I '.J "'I"I',·dy",,,,,l1
'.'i III i llures 12+ and 12-24, an J hel,1

d"1'a,l)' "'th ..11 oldflr delllDS.

P"f' CHfl 1;.",1<:11,:1''; l",,",d r "1('J"",,l,,"1 I

~1(l1111{:illly; ,mel tmqml, Dt->nlPcmt:'-> If
tht>l~ was" preffll"1'n,,~.They in!le1(~a

tifth fnl' SUl'fll1(l :.!(), hOlll';' (l woel;:
(1I11'JlC tlllJ 'ln, I 1(;1' ';Pl'LlJlll~

SJo.. OQO-$J4..9~9 llllllll":\'\'Cllf ill

the {'(jllUll~ Yl~lr- Pllp CHR IGlmcr:;

,,,'m "'''''''~ ll", Illo,,1 lik("I::>'I>
b~ hlJ~·in~ ,:r;nslIlllt'relt->t:trollie,\

<;'~JJ{'ciaJ," WlJll"J Ins, .>!ll.dlll.c null I )

.~ul1<>crll,tinnsand ecnSC1Vjoe foJ'

~\ h~'LJ...'.,:b(JK !Ll,'m!)('J",

l\(.':nl~· 6J'S 01' Pop CHR ll~ICllcrs

flttcndcd ,)f smdu£l.tcd h'()]ll college.
"TI)(, IK"''''' I" fl" ",Ill) I, ,.,,<1 i II

l",u,"",l, ,,1<1 " (""'II111~ Siii;OOO Dr In, ,n.'

lLllPl't,yt;i(l tl"Uill 27% to) 32% OH:'j" thf!
past I'.m Y~ilrS-,lIl 1R9(, gm,~ th mtt>.

I -. Ii • I r
Jk!ie, !\J,=~.I ...~·.~~;'()tc;tl~li:t'JIu!.c.!JItl f~~

Sol11:€. ror.:a.::~JUScmiro""1~61r.JU.
lJa~COJII5 ~":11~1Ut ~~ ~'*, .r'Ie~~ ..., ~"::?

F::::adio Tcda:I ~~ae. ~dition o ,(f~7'11I;iIQn In~.



~1.1%

ffi~lI'JH~~F~+

Listener:: 12+
fl.lon tLn. e.IJ,M Uid

\,*rrer .
30,0%

._"",.j

~~-E4P45-!5~~-4~F2i-3lP18-:24

AQH Share Trend
Per&lt"13 12 I Mon-Sun; 6,6.f/-M i~

Audience C(]m~siti 0 Il
~arc&ntof ~ormat ALlJlence by Damoqraphk::

~j01-SUt"1, 6.il.~A-~'id -

P12-1?

~ a:c , (J,\Cj fI
Ccroo:ib-'or

"II trrlll::.

SP02 -SP03 :s P04 -S P':6 -SPC6 SPC7

:5.2 4,~% L,$% 4,8% L,7% 4.ft'..

1\ 3~-'}4 "]uf,ic I ~fJd"'j'

'1',10 n' tIm Il '2:; 111111 inll pt"flP1~ enioJell
C]u._~ic R{"~I "lll" '>1 nIJi()'~ fiw
most listened to frJ11nll t~. fcatUl'ing n.

[()U LIJall( III o[ lO<:k 11 Ll:; ['mill lhl' ht<;
~ 60, ill Lo IlR' JJLl{~. '80.,. Tbcr<: W<:I'-' ,') L+
clat:<;l<c rro,'k~1:'-'ltlom' WS1)1';11~ 200,..
l;~ll ~',Iti n ~ 4--5 ~:l(, of th~ nati nll;L1
l"a(lic, iludiellce. down !i'om +7""
llic prc~ lO us ,'·caL". Twn cC LltoS(.·
Mation"~, K(lI<S/\'li111h'~rdi<> fIIh1
;\.'[)VF:./P'lb-JlIJI·!,lr. ",,,n' No. I'"
Lh('ir ImHkL'l .... , f.iyi,,~ 11", f"I"lml' .""

l~:l<1~r!-; ~111101'~ th~ top 2.5l\·f~tm~_

flJ!-iS i,-: RI),:L\.:~ H('r1l1L~r ltflhHICl~ w.!-].-:

70'\ I",e 11, fOllrth -h if;h~"~t of ;111 form;lt...
-< O\..~ I-ell. T~ plTlf!:l"l mm1ng t:ll'g~d

:JS ,,4 ndL.lt" whicn o;'mroscd ,,9'X,
~Jl iL:;. ,( Wlinl.<':l·,; Uc' fOfW~(Lu<.:h.i"Yl',1
,..., l"fll,,, In',: ~" .1,,·,1 ,1""10. rb.,e'<:
f{(>C);'s 4.5 .5-l0.rJ1l1pn<>'tiOll ran k0.d
r-;o. 2 ,,1',,11 (, onllale. ",lyr,o.,j,,·L:Ilf; (mill

'7~', to :1\ 'Xo ill the tlm~ p"II'" hd-wllell
~rlill.:;'WO(i ;111<12007_ The ihllrl.lt

roll kd K o. 4 ml\ol1~. :\Jult.g :');'j +1

<wlI 46-54 .

Classic Rock
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Classic Rock

AutliM\;~ Sh~i(l by RBgiM
4.5% - lJatbnsl A'J(~ra'J3

Perwn~ 12+, ~~on tun, ~/JN ~,li::J, AQH Shue

4,S%
1,..lon·Sun
6ArMyje

ffi~lI'J~EJ~ ~

o ,(f~7'11I;iIQn In~.

tJe.~ I::: nglan,:

F'igu'es r~present lhe
~a re o'llSten ing t'1af
ihi>; fc; rm<lt attr<l.ct;;
YI~,infh",se oen~ u~-,
regIJn"5 .

4,67(4,i%

AQH Shars tJ Li~t~ni ...g by D~~part
Persol1E 12+

<i. sq.

! ]! " !! ! ]

In (ar
37,5%

A1HorrYii
25,1%

Otller
~.6~

Ambr{
34,4%

AQH Shareof ListBning by LOG31ti0n
Persone 12+, ~lon-3un, 8J1N-Mid
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.R.Ql,"kin' ()1l1h... J I)b

(.lu~~i.;,; Rod, l,;l\mwlIl('n; IlmLL II Ihi rJ
~,[ Ib lL~lCllIILg aL ~~·ork. Ll1ILKlg lialL"UI­

llighc~t mn()ng all f(,11l1ah I J<1w,=,,-,]',
il1t~H~;-;(.~c1 .."I-l.';)IrI(· .!-lnd In-';'~~JI·li!-:I(~ul rlr.;
~,hil'I'd """'.1'::1% "I'"[-"",,.k L"'I"-11l
b~w\l~n Spl{n,~ 2000 <lnJ 2007.
.\lthough slirpin~ a fmd'oll in t';l(:h
.Ja,\·!llllll[OHL S!niLL!12oo6 Lo 2007.

Ch::i~;<':R'Jck HU1k<.:J ~k Lh<.: ~~" +
mrm<1t in 1)1 idd,n:s 0n<l tiftll ill
lIHHI11rq,-t;-:~ :'lI.J H1(I~~IHHIIII!-:.

Tlli.: E.l1.~1 t"ilrll. Co,;Lllrul illlLl \\"'.:OlL

r\0lth Cell tm I l'C:'VfJll ~ hod t hc m0.st
C1I:L"8ic Rll<.:k ,;lJ.\liuLL';' <111(1 CLus"i(; Ro~k
lOIn hd a;s the third-llH~... t-rorular
[\mn!lL ILL Lh..: \\\':;L Nmth CCIII[1)1
~t.i"ll, It was fourth in th<l [...!.,untaJn
~~'<';(ll .jflh in ELI~ I 1'orLIl Cc'llli-at U!l<]

_~l ~ It. ;II JvllJd]c Allanllc anJ PacLlic
ill'C<lS. l )".spi t~ It.< 1:': I'll tinf;s f1cdi nc,

cb.""~" RO"k :fIlpro,·"l 1['; ,,),"n: (1(" 11
m(lio Ii steni n:; 'n fOlll' l'f'Ili on s: :;r~w

11.nglancl, SOllth :\tlantil:, ""-e.st Siluth
C<:lltral and ):lQUlltam.
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Classic Rock
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S; 0]0 or More
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Li shsn to AJdic eli:).!l

Au~Ol Siw

Finandallnlormmion/Se 1".' beE

ir'3'o'sl Rewl'o'ations
Airline H'3tel, Auto

G'i1me::ii
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Payfor New Vehicle ~l(t
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Ways Online Services Used
~nt3~ Days
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100
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1"5
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Never
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N.;ver

N.;ver

-Sometmes
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Time Spent on tne Intemet
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How Often Usually Vote il1l
Ph!s identi II EI eoctions

123
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100
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1QQ
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Wirel ~s,o\;;'~11 !5e [\'lcr; '0 rC'1her
HH r~enber

FDA

VideD Game 3w;ten

Wirel ~slCell Ser.'ice f8f Self

Satellite Radio SubscnDt 01

.
'.1:lrri eel I «,1(.

~kvcr ~hJr'icd (Si nole\ 27%
No Child'en in H~u*hQfJ I 4$%
.At Least One Chi Id in 1H 61%

iw::w \bre Childr"n in HH ~~%

F3mily St3tlJ!;l;

Own 76%
R.ent 20%
<-!her I ~%

-Own or Rent Residence

Stl'OJ\8 Jl\tel~stJII Siltelllte RadIo

:\IJLiiJculm-; I'illltc LIILI.:r'-'O-L'1..1 ill

largdlng (.6."'1(; Ro•.:l COIlSU llICL-'; III
the comnlg. :"02[1.1': a<, these o.)n.;,umcl'S
il1.1"",,-1 ah",·., 11,<> lIal i,,",,1 ,,,·,,raH" f"r
1111L'U Llu PIJI·.;,~h.~l!-:(~H. It{~I.o4".' i~~JI' HI 111,;..!-:l

Pl'M- pt.,illtt) e';P':'lblh· III th", (;30,00 G- I

;'l3.5,oOO mnw. ",hi"Te clolssi(, Rod;
li,;l1;Jl(x,1 illllexcJ Lhim-ll igllc.'l alLJOIl i;!:

&IlQml(:n.

Clu.s;;i~· R(ld, :l:iL8LK'r,j bmw
lll1kj>~llJ~lll!JliliLi(;lJ [~. 11Ilt.! \"(;1(; _H'Il\;

lild~,' lllwL the IWCL·dg'..: po..:l'>I;ill l;) \·ulo..:
~)cr.f\s lonolly in 1oC;lL."tnt~wlde fill d
p n~l,;~i(Ii.: r.1 i~]1t ~1 Lx:1 i, ~I );-., Tllc)" ....... (: rr;.~ II Ii )1"(:

~L(:ti \,'... Olllin f' than Ihe. avtmLile I'eloon,

lOIn kl 11 I'; No. ::!fllr\'li'ltinr; alJdlon .sit~,

but abo si,-,nifimnt1~;more jncljned
lhi:\n LI,c gell;.:ml Pi)plllallLJIL lu ,'Is Il
LuJlu slaLlolL \\'"e1> sil{·,.; allJ llslell l')

m,l i,) ,)u1 in ,'. cl()"111oflcl """''lltcll ykko,
dl<'<:k n"",s, \":all,,,,,. hl()~s ,,,,,,1 ",,1
of'...tate Ii.stlll ~,_

Cla~~lC Rud, '.;JJUSUIlKT~ al",;; lJLLlcxeJ
.al.",·" Illl, 1I"li"II>'1"""""1>" f< Ir inll'lIl
to plllt:h;lS<l V'II;OIlS COI"L1mer

-€lednJllk.~, ,mu rankd NO.2 in
intcl'cs.t j~ @.ettjng (L !k1.tcllitc radle,

.."":1I1r;-:...cnphclI.

I -. Ii • I r
Jk!ie, !\J,=~.I ...~·.~~;'()tc;tl~li:t'JIu!.c.!JItl fa~

Sol11:€. ror.:a.::~JUScmiro""1~61r.JU.
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F::::adio Tcda:I ~~ae. ~dition o ,(f~7'11I;iIQn In~.



Rhythmic Contemporary Hit Radio
Amct'l(>(L'':; \'"OUIl8.CSt ..\ud~enec­

-r1<l stl'tmW1, of ;\llltll'l{~l's 16(;

Rh~'llllJdl' CHR SlaLIOfls Jl;hcH.'(l
:!5 m ill inn 1i~h-T'lcrs :lIld 4-°9,; of th,~
II;!. I iOl1all·~"l1H ~·lLIaicl1(~e in Spl"il1~

2007, Ilm~rl (mul +29i Lll 2006.

Il1j·thmk ::'HR ~lhu""J ,( Ill!.'; of:
();1Il': :f") lIph~;l t I-h.~tilmi pflp. hip-1 OJ1'

a,,1l R&Bhi L'>. allll wa." mos L I'l1!fll i LIClll I

llllhc plldli(·, ',"ic~L SvuLh (\'ulmlHu,l
Sml th Mianti r. r.:J?,km", ,,-h kh f1Cl>;')lmt
(I Ir 62% 01'11", ",l,.,L', fI'>'" P"rl""[,, ,111(' L"
Ll,,' hi~h "'1'1'",.1 of Lhi", 1<1 rI 1",1 10 1,"1 '"111.;;
'Hi sp:lI1ic li.stf·"'f>r.~, flJllr nll~-third nf
Tlh)'tlmlc rHR -"tatlnlls ~\~I"P.IOt:;lt~d

Lll j usL Lwo ;:;laLc.~: Cali fOLU L!1 aml Tr.;;.;2.lS;
,,,,,,ll,,:r,d>,1I: 11,,,1 "\·<:IJ 1",lrLh,t1,mllll',

AQH Share Trend
Per&lr13 12 I Mon-Sun; 6,r1N-M i~

SP02 -SP03 :s P04 -S P':6 -SPC6 SPC7

-.3,e% 4,Oo/~ L,(i% 4,4% L,2% 4.0'1..

Audience C(]m~siti0 Il
~arc&nt of ~ormat ALlJlence by Damoqraphk::

~j01-SUr1, 6.il.~A-~'id -

W::Jre1
~JQ,f

Listener:: 12+
fl.lon tLn. e.IJ,M Uid

Mer
46,0%

"<!It:>nf A'JII
Cc It'O~liQ­

-br ~I hrnat.

Rh}thmic CJ Lk dclh-cl'cd Amcl'ka\;
~'0l1ll6l'sL audlcrlu;; OL,l~, 8% dl Lo;

1,>"Ll:IIl"''-< """It: ""11<' Ll",1J +t> -"<~lIo; 01.1,
-lIlld it I<\uk\l No, liu blJth Teen <lud
18-24 COITII",;I ;'''1 ". 25~';" 1111 JO~';,
11'.~rf"d'i ..el:.... , Mnl"P. t h,lll hal fof thf"
.audielltt' "'as un<ler "'ii l all d 79% Wl\3

\InclCl' :;.5. Th<, (,)l'milt 1'flll];'-cl "n, 2­

-<:I1Il1'U! Tccns, IllirLl\-\·iLJ, ALlulL~ l8-24
,;'11.1 r"u I'll, Hili""!} ::!:;;""O+',

.J}Jie: !\I .. ,!:l/ ...~·.-d.'J~::otc;tms)'JIl.:.!~JIJ:l f~~
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Rhythmic Contemporary Hit Radio (CHR)

AutliM\;~ Sh~i(l by RBgiM
4.2% - lJatbnsl A'J(~ra'J3

Perwn~ 12+, ~~on tun, ~/JN ~)li::J, AQH Shue

L..c.-slo liS hI Re8lons

..\1nlO~t 8o'l,', nt"R 11:'<tlJ 111 lC CHR
II,;l{'lllllg lot)l plaa; Hl hULll'.: 'Jr III ill r,
foUl1h h]thc.~t in th(,~(> millbjncd
I, K'lL'(fI"';. 1II-"",·li~lm.il1l? fi'l-thh"d
II carl)· :2% rn;)It~ I ~r lolHll un(':-Ir. ;-;in';'~L~

SP1-lH,1!; 200G, l1nJ ll'lll"h' 6% d'lt::
lii'>~l1i IIF; Ca:I:lll'recl NO nlr.WlJtlff' Cltli f'r
lhall al \~urk. ill \:llHiL" aL IiOLlIC-lo!l~

0( 1Lalll'urrLlIl.li,

'The n~ltlnr I,; ';lxth-f:l\'()r,~ j'f)lTnM got
ils besL LaLillp an'.'L" selLo(.l lel OLiL

'\!lion' iLnUl k"'Ll ;-;i 1\Lll iLl i,j Ill:mclml..i
illlL1 fnlll'th III ,,\~~nln!l,s_ 11r","~w'r;

Lho..•..:e IWI t aH}T'''\] rl.'-. ~"'·l·I·';': 1.,11CII

'R11\1hmlc om had ]o;st m01'e c:-flt.~

..uJ(iiell(:t' ,;h~re, II mppl11}; 14'),', amI
':l'.~;, rcspcclh:cl;;, fmm Spl'i1l~ :illus
l,:: ~:)l)7,

nl1\thllllC CAR \la, tlJtll~lulltr'r",o;

thl~ hlgh~st l'lLt<'cl (omHlt III til.'
Padlic fC'gioJL \~llb 7.7'% dan ll.,lcrtlll1!'

1L Ll!.ak~ 1\~uJ"lb III Lhd\'c.~LSoulh

O:lllnLlm,-~L ~Lll(l ~i."-Lh i.u N('\\ E.a~~llJ,

D,""pil" 11" ",·crall ral'"ns slil'J"'j';",
1'(h;·thmit; CFfR .,h Dv,'t'd I-~lti nf1~ lpi n<;

LLI Lll(; Yv'i.;.'l Suu Lh CeJllml !lm1
f'adfic rogkm.
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Rhythmic Contemporary Hit Radio (CHR)

Ethnic Cump<lsition l­
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~ ':nl:/ I' :OST C(:4lh~ "'; ""~Ik",,~

-,
'\l:3C
P12+

..J

~~~ :
25.00/;;

H(J U5 e~cld Irlcome
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$25K-$.50K
336~

:s50K·S75K
:::O,O~

llm~ Spent Listening by Dcrnogr.2lphlc
(Houm:Minutes)

MOl·bln,0.A.M-vlid

7:(:0 7:00

H~h

Soh?)1
oGr,,(UOlI;!

~7,~%

-:1211
Grad;;
14.7%

Black
:.'J4,~%

Education
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Co lege
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Olhar
30Mi:~U""'~'""~~ ~~~;-

Eu~ UADmnl\ I:S 1Q",tf Sn~PF'in')

i Pa'I.~;J. O(.JnfI J"'-

Thb Is I/Jhy I'm Hoi
Itfu

"You
1 \iydfe.i.. Ui A·~.!""=

Itl'€d8.C<lab~
~/cr.~~

Con': ~atrer

~a

We Fly High

.fm .-Jaf3

Unbr;lI:1
Ii.~ :01' ...... .w, h· 2

rmt)" _ib IJ, Rocbmr
-S'I"F' &1)'z

I W~nn B LO\Ie Ifcu
.,j)IIJ1· \',,1. ~Jo..W {)~lJ,j

-Sh<l~iIt

~f6ar. :-~d"

'1'''1' Rh:-,Illlllj" CHR SOIlW' of t!.o0i' I

.J}Jie: !\I .. ,!:l/ ...~·.-d.'J~::otc;tms)'JIl.:.!~JIJ:l f~~
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Rhythmic Contemporary Hit Radio (CHR)

fJT
Sf;

~(J

16B

116

1Q6

142

126

110

163
110
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105

000-514.999

so; 0]0 or More

MO'Jie Li ~tina[:

l.i ~len to Rod iJ
Local'Ccmmunitv Evant£:

Weather

NS'NS

$2IJ .OOO-s:M .90(j

Bloa8 ~Raad or Conh~utad tc·

Inlemet Yelbw PsoeE

$S5.000-SM.90(j

$15.000-~1O.90(j

$25 ,OOO-SZl ,98[j

Pa'l8ills

Tr'3'o'sl Rewl'o'ations
Airline H'3tel, Auto

Au(;jJOl Siw

JobJEmDlo\'ment 8.98101

Finandallnlormmion/Se 1".' beE

CQwrlo~ Mu~ict

Li sl6n to AJdic eli:).!l

Radio Station Si:e

G'i1me::ii

Real ~stnJ:l Listimls

Ways Online Services Used
~nt3~ Days

AmQI,IIlt HOU$~hQld Plflll~ to
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12 Momns ~H)

74
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~

111
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101

100
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100

Inoopc1do1t, Bu: Fd CbGCl
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Lsss th an 1Hour

Never

10-19 Hcur.:

Inoopcndc1t. Bu: Fd CbGcr
to D~m~cr<lti~

Inc D.':'11dcnt

Denocmt

Alwilvs

N.;ver

oneo! These

Al>.lfav~

Alwavs

ReDublk:ar

N.,.ver

-Sometmes

-Sometmes

:!:-O HOJrE

:20 roufl> or rAore

.som?tmes

PolitiC31 P3rt'1 Affiliation

Time Spent on tne Internet
in Average Week

How Often Usually Vote il1l
Ph!s identi II EI eoctiOll5

How Often Usually VchJ il1l
Stilltlwi do Elo~ilm~

How Often Usually Vote il1l
~~~I EleotiQrn

25%
51%

I ...

oComller 14Q
['igbl Cmrcr,:; 149
DV:' Player 152
D\lP (TiVti: j etc) 153
HDfoJ 1<10
MP3 Player
Poci, Creativ&\ etc) 187

FDA 162
Salellile Radio Subscript 01 1~9

Video Game 3vsten 230
Wirel ~s,o\;;'ell !5e [\'ler; '0 rC'!her
HH r~enber 160
Wirel ~slCell Ser.'ice f8f Self 16~

F3mily St3tlJ!;l;

HOl.lsel1old Gael eets Planned to
Buy ill Next 12 Months

Own 52%
R.ent 30%
(!her I 1C%

.
'.1:lrri eel I 34%
~kvcr ~h:wicd (Si nole\ 56%
No Child'en in H~u*hQfJ I :'JE.%

.At Least One Chi Id in 1H 62%
iw::w \bre Childr"n in HH -"¢.%

.!i20wn or Rent Res iden~

Tll\"."-i(.' lLiklL~T~ Imk.'\'.'Lll'i'l.J ill
lil....lihou] L(J purd!>l,;<.; U ,"()lll pUl;;r,'

-(]IH'L~]l i.:':·JITICI":!i; H[)TV~ ",old,:,!) W]I1I~'

.~'y)o,1(>rl. :\·fP8 rl~y~r, T'IM, \\ll'(>]p.ss....

-u:]] ~':f\ IU.: fur a hULl~dl' )lJ Jllelllber I}r
th,'m ~dn'~, iI nd n 11(',," ~nr \"illll~,i mn1'('

Lhaii S ..5,000. Tb91cJ 1l1l1l"L'llcL,; lJl
1,,,,,,1'> "Ilfi]". Rio.,· Illlrl, " CHR liHll'''''rs
llIlllc.;J Lbid ill inlclll LfJ Guy a <:'!J Lc.;!liLc.;
"."1,, , Ii< 'I'" i"". (; >r i1""'11 h'l] i"H/
listt'llin17 to audio d'~ all<1 Jill"
\'l~llllI g mJ,o .~i lc~; Lhe.... mlllcJ
mUl1h in [j,;tcnint to I'm'io en1ill\),

Top J'ol'nll\t 10J' COilS llJl\Cl'

EkcLruuic... PL1rcha:n:~

Ahcul 8:'i'!-:l l'/ Rh):L1IHlk' CHR L8+
listcncn;; t1'(lc'uatec' ti'(,Jn hIgh school
-( II" 1ItH:{' I";"'l.l.-i"'i(":{~o,.dm-.r,ed IH~~J lie·l).

Rllyll'l1lll' CHR ', "Lll]''''''', H"Wn"I'l
-€<lJl~t; 82;:;,000-$50,000 In
h()L1.~ll()[J lnc.ome ranlteJ thlrd,
.alii] Lhe "';:l/flh.·Illl'l:lL"JllLlf S?:'i.coo IH

Lll'lrC ru~l' L% !K:Lwecn S!)rLJI~ 200-'>
.t11)Ll :.!()()7-

RhvLIiLllie CHR I-\·a.~ lioo fudOllrLh-hc.~1

ill ~IHll' dpl'IlL lislt'llill!;; amollg J2-2+

1i;.t~lH'r::;.TS L. 11"",=n ~pri nf', :!()() h
.:·1.I1L1 :2oo7.l.l11~}pcLl 01.1;-- I,:) rnillul,,:!-:_

I -. Ii • I r
Jk!ie, !\J,=~.I ...~·.~~;'()tc;tl~li:t'JIu!.c.!JItl fa~
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AQH Share Trend
Per&lt"J3 12 I Mon-Sun; 6,r1N-M i~

ffi~lI'JH~~

Man
424%

Listener:: 12+
fl.lon tLn. e.IJ,M Uid

F~+

WJrr6l1
:576%

~~-E4

26.6%

P45-l:;4~-4~

:!:~.D'!':

F2i-3l

Audience C(]m~siti 0 Il
~arc&ntof ~ormat ALlJlence by Damoqraphk::

~j01-SUt"J: 6.il,~A-~'id -

P18-:24

SP02 -SP03 :s P04 -S P':6 -SPC6 SPC7

:2,2% :2,9% ~,O% ~,2Di~ ~,4% ~.7"!?

P12-1?

-,I)i::lnc ~,~1-1

CCl!wilio­
'br ~I hrnat.

IVhm:: Lhml J,') ill ilIi Ilil Ill'''!J]c 1i ~L~LK'\.l Lo I

Urbllll AC mcll W'.'>:,;~1 ~llld 11K; ~IlJi(·Jl'.'l'

mn hyl ~\,(,llth hi~h(~~t In Its 5H'.\1
prl)pllrll()ll (l'·\'l)rn';':r1. Tlli.~ l;-t~('l

-<.ludiellctJ W<\.'; :kI-fj4, anJ Urhm-_ ,.I.e
"1nh~el flfth-high ~t ill it.s ,III (11 tln,:"

cnm p(,~ti('n of that dcmo. a~ wena.-;:

liflh fCll' ib +~-:;;4 '.'Uilc'l'ulmliVll, A
1; ",,1 u1'Il I)' "!,>:l'~ 10I'Ill " I, UrI",,, AC .,,"',
~'A. r,f iff, 2~ +l '(~f\mcn t "h ift tn 4:5
<]""'0' 1,..1"<'''11 !'l1'1~l1g ~005 m,,] 2()(l;_
1\".uk Rfl9r, of its 1i.~tellt'l'1': Mt' at 1..-",st
~{5 }'f>'; no; 01<1 1;rl1,1 n :\C ra Ill.~l ,l~ th ..
fifth lli~h(':',t rated format nmon('.

AIllllt.::l 65 -64·

·111~ (Tl'(Jwth ~tr~ak(',(tUWlllCIj;

1',1'1\'lng fllllll f>1~hth to ~l tietnr

.~e\''':IlIh-ul U~L-pc 'J) UJUf [, inLlaL lU
Am~rica, 1I,·han Adult ConrolllpolOll;-

~ '''jo~'' ,.] i I., Ii In eo ''''',,,,, I iV<, IU I. lilY'
I'''''''''''''' 1n Sl'rl"~ ~OO?; "l,,,,h'l1l> !'''>r''
a 8.49::, share to 3-7% of' the Llcltlonal
meli" ,111(1 i tllll:~_ T11f> t:(llIn tr:..-\ 170
Urbun AC lJulkb 'WI''': bl h~'lop 2S
LLlaLl(\.'! kuLler., ilL WlL~hiJL~Il)rL. D_C.,

.(IJ).d <.~h<irl('tt~~-G-i\stonla-Kock uill.
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Urban Adult Contemporary

AutliM\;~ Sh~i(l by RBgiM
:=.4% - Najonsl A'Iera'jJ

Perwn~ 12+, ~~on tun, ~/JN ~)li::J, AQH Shue

;J,i'%:
r,lon-Gun
"3Ary~~,:l c47Yi:

Mcn-Fri
~PM-pr',~

AQH Shars tJ Li~t~ni ...g by D~~part
Persol1E 12+

MC1-Fri
6Ar~1-10A~'

I ' I I' I I I .J

AIHorn
44,6%

AQH Shareof Li stBning by LOG31t.i0n
Persone 12-1-, ~lon--3un, 8J1N-Mid

Oher
"3C%

In em
~2,T%

Sllree~~ Mot'nlng And :-"IBllt

1Jr1-Mlll ,.\C mnlell fifth-hlv;h~st lor its
u;Il<XLlLmlLUIll}( lll-II'lJlK'll~ll;nJllg.

th,'ugh 1,ct;ldClI cc (mol fit ,,,")]"1: 1i.,ten in('. I

I,,,,, },,,,,, ,]",,11nillfl ill l~C<'l1t F'fl.~.G in

la~w of Ill-car lu lu:-i I], Th \; l(HIllllL\
:16% r"till\.;~ _~''''"th ill illorJlllli!p
hetwt~~n Spring 2no6 anLIo200j rniJTnr
lhaL,}f i L,; lll\:mll J2+ i LLlII W\'CIrLl"1l L,

.am] c"~Llil'%~ha\"{:: !.Ion.;: (;\'';:11 bdLl"L"-

\IP lT~; <111rinf> tl)at timo llnmc, l:lhnn
,.I.e I>Inh~l ~(",""Ih ," holh IIwrnillK"
allL1 "",-ni"f/s, "1.",, il r,' 01 il" 1>,>-l
I~.tin~~_

0..", I)"'[,,,!.,I }"""", l~rh,,,,, .4oC ,1<11<:\",,1
IOitllll(i'; ~rm~1h in six ofth~ <:nllnt'}),.
1l111~ T't'),>lr11l s, Th~ forlll:L t ra nle:l 1\0_ 2
in th,~ 1~<1st Scmtl1 Control. frmrth in the'
Smllh A~IIf1U,,;mLJIiL;o.lh LIL Lll~' E.i.l;,l

I'iOL"lb :.: nlmJ ~rca.
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:'r't'>'ll"!;.

..\ pp<,,,lill fl; r '1 m" nly ~() }of~ 11, ]'fe.xlGITI

TI<'fll!lll<ll W:L>;.,hl;l Y(llI'l~<,r-ll~Ill')

ml11l<1t, AS 609,; of its 1i,,,loncl'"
'Y(;1'l' ull\kr JQ. ll~ uuwcw':(, \"u,

1':Hl,l}mil'''''' I I'i ",,1 ~Il Ih" 23-44
~loll)(J?,l'.1rh Ie, with iI hir,hcr pcn":('nlflf!,r-

<Ii' IL» au,l :""",;" 1",,1, II"'L ""gr,,enl
(5,5$(,) <lnd h<>tm't'n tht> "g~s (lb,5 -~4

(J.5"') tlull an)' (,lllt'1' fnIT11>l!. }fe.xiGlTI

f{c~j()tll1.1 ranked \10. :-; flltlntlt Adult;;
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Mexican Regional
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Mexican Regional
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1:;.5: r.~,j~(O~ fJeJH~

('.i'il Herid~~
('-IJJ:iW

Pcr Amarl~ Ali
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Mexican Regional
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in Average Week

How Often Usually Vote il1l
~~~I EleotiQrn

How Often Usually Vote il1l
Ph!s identi II EI eoctions

How Often Usually VchJ il1l
Stilltlwi do Elo~ilm~

m

121
137

136

167

144

18%
53%

I ..

FDA 140
Satellite Radio Subscript 01 112
Video Game 3vsten 200
Wirel ~s,o\;;'ell !5e [\'lcr; '0 rC'1her
HH r~enber 13a
Wirel ~slCell Ser.'ice f8f Self 166

.
'.1:lrri eel I 52%
~kvcr ~hJr'icd (Si nole\ 3S%
No Child'en in H~u*hQfJ I ~%
.At Least One Chi Id in 1H 1%%
iw::w \bre Childr"n in HH 4~%

F3mily St3tlJ!;l;

Own 40%
R.ent !jE,%

<-!her I 05%

-Own or Rent Residence

'~ot avail; te O",.in~to nsutikierTl r:a· Talio"

T"",: sFeill lisI<'II;Ilf7 """ ,,+0,,1'1'
M~xiwll R"l'Iioll:ll.shin~": it (lomiluted
"ill fOl1l1at; 12+/ <lB wt'Jl<l~ 12 -24; 1B-J11

2&-:J4<llKl ~:J-;;;+ HlW,",·f.ll.'j "ilh
lllt':;L ft'flmrl:;/ 1SL de,:,;wR-d OCll'.t'c.;1l

~pl'lllA :wof> and :..!()[:71n all Jcmo.s.

lV]cxicaJl Rq~I('Ll;;\l W:1~ llK; k:arllJlI;;
1'1 ~rmal 111 lnni n R(:)lild ren al home, i TI

bc.;iu;t; fmLt'r:; md llllll\l:i.l.,'; p(Jlilicallr
~..J)ill':']Ii.:(l. Theil' 1.. ;.\... II1L(~rlld ,:-H.:li ...·il..·(
"ill likely k (,fl'le.t in th.. <:Dlllinll;
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tn pUl'ch fI.~ fl cnmputm'. l1\c~' fll;;.;-:.

lLHlcxcJ hJ!l~ Cor plaILlLing lu pll rcha~c

.'-1 \';I"t"",/,:<>11 p1.:11 f"r Il"·"",'k,,,;
1.\v, 2 f01·likdilKlOd It) btl)' a di;;illil
~ .tr,,<: r>J, HDTV I)" l!~ J'''';r'''.

-GetLl·jIl8 l:p I,'OJ' the \\o'eb

-M f) r~ th:lIl halfof },f~x1<1lll Reglnll:l1
li';l.l'ILcr.i haJ a hi;h ~hlJ('1 JlpluLlll1
"r wcnt tn mil~c. 'I 'he Jlcl~c:lbtc of
I\oT(');I(~~n R('Hl(mHl,;,~(,nslJrr1{'r!-: '~H rni Tlr.:
,.11('",,1 $:!,5,(}(}(}",r1 II ",.,11y fir",,' 1'"",,
k& ~ll 44% tu -I!;% ktWl:':'1l Spfmi!;
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I -. Ii • I r

~~:~~/~~~~~~1-r..~:~~~~ f~~
i.lawcOJre fro.'ilSWiJ ~TOL~'w !.A5.·lt, .r.t:.:",;st:~, :\7,;:,

F::::adio Tcda:I ~~ae. ~dition o ,(f~7'11I;iIQn In~.



Hot Adult Contemporary
1\ n F.ftide nt 2.}-:;+ Pc lofm'lll"'j"

"With iil1 sMiol1s. H:)t A{lLJlt
C()JllCLlLl~mll} JdIH'Lul a ~.2%

_~h[l]'c L)f lh c national raJ in alld kn cc
ill SJfI'i flH ~O:J7i ,i"';1 H.Y i l LliLllh<:
pn~\·I~)IJ.'-i yeal';: !-:1(;.pr)ln~ :-i(~V"'~I}J1Yl.~n;
d (l<"..1inint; 1<\till~:;. A1thOLL~ 1·IU·..h,J.
;k~ th~ wt],-most-[1c,plllar nWnl'lt, Hot
AC f!\I1knl sCI'cIIIll ill \~ccl\I,I' CUHlC,

\~;lL 23.5 J:lmi';nll~ll'll.~·ro.

lfot ..\C \,~l, the clLllnt<'si't'lltbll,,'

d'lidcnl 25--"4 LormaL ,,'ill. ;lJIl,l' 2J'S.

~'L IL,> auui<.:ucc u.luer 25 <IIlU (jIll,I' lO'S
oldcr tluln 55. Still, 110t AC mllkcd [IB

II,,· Ii 1'tI,-lr'p:1HA-ral"] for'T".,1 ""'Oil!>

l'<';~'Ll"io )r{. Ire lhilLl hil.If ~if it-; li~l<';Lll:l-:-;

wer~ hetweeIl25-44. Tt,; 3,fi-4+
...:nmprJSitilln ,,<1'; fourth hit11c<>t cf Doll
[LmrmL", 1L al.';'.) nUlled l(lUlth-hlghc.YI
LLl lIs mlLo 01 \o,'C'Urcn lis LclICr>i [c' rvlcll.
"hi llf!, .qlnwly. I lot ,.', c',< 4:5 I IllILt j<'ll D.'

-(J;(I'lpl)s~1 :(111 ~r1en.:a~~:J :.1% ht·......,:cl1

~rl-illJ:; ~OO(; an(l 2007_

AQH Share Trend
Per&lr13 12 I Mon-Sun; 6,o1N-M i~

SP02 -SP03 :s P04 -S P':6 -SPC6 SPC7

.$,~% .$,$% ~, 7% .$, ~Di~ .$,2% ~,Z'r?
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27,1%
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0;)2,2%
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Hot Adult Contemporary
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3.2%
I'llon-$Ul
6AM-M~

-.J

ffi~lI'J~EJ~ ~

o ,(f~7'11I;iIQn In~.

tJe.~ I::: nglan.:
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fonn<Jh;, thu t I'Cl'CClltaj;:.C s111'PIlc!
II",m Ill"" 2%,..i "'" Slwil1/'i 2()O~;
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Hot Adult Contemporary
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Hot Adult Contemporary
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so; 0]0 or More
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$S5.000-SM.90(j
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MO'Jie Li ~tina[:

Au(;jJOl Site

Pa'l8ills

Radio Station Si:e

Real ~stn.e ListimlS

CQwrIQ~ Mu~ict

Li sl6n to AJdic eli:).!l

Finandallnlormmion/Se 1".' beE

JobJEmDlo\'ment 8.98101

G'i1me::ii
Inlemet Yelbw PsoeE

1r'3'o'81 Rewl'o'ations
Airline H'3tel, Auto

AmQI,II'It HOU$~hQld Plfln~ to
Payfor New Vehicle ~l(t

12 Momns ~H)
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~nt3~ Days

$2
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131
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1111
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Al>.lfav~

Never

N.;ver

Denocmt

AlwilVS

oneo! Thesa

Lsss th an 1Hour

Inoopo1dol1, Bu: Fd CkJGCl
to Reoubl Cell

10-19 Hcur.:

Inoopcndc1t, Bu: Fd CbGcr
to D~m~cr<lti~

ReDublk:ar

Alwavs

N.;ver

-Sometmes

-Sometmes

:20 rOUfl> or rAore

:!:-O HOJrE

.som?tmes

PolitiC31 P3rt'1 Affiliation

Time Spent on tne Intemet
in Average Week

How Often Usually Vote il1l
~~~I EleotiQrn

How Often Usually VchJ il1l
Stilltlwi do Elo~ilm~

How Often Usually Vote il1l
Ph!s identi II EI eoctions

18%
61%

I ..

oCom~ler 104
['Igbl Cmrcr,:; 133
DV:' Player 103
D\lP (TiVti: j etc) 122
HDfoJ 108
MP3 Player
Po(i, Creativ&\ etc.) it1

FDA 111
Salell ile Radio Subscn pt 01 14
Video Game 3vsten 116
Wirel ~s,o\;;'ell !5e [\'lcr; '0 rC'1her
HH r~enber 122
Wirel ~slCell Ser.'ice f8f Self 107

F3mily St3tlJ!;l;.
'.1:lrri eel I ~,%

~kvcr ~hJr'icd (Si nole\ X'%
No Child'en in H~u*hQfJ I 44%

.At Least One Chi Id in 1H 53%
iw,:w \bre Childr"n in HH ~%

Own 73%
R.ent ~1%

<-!her I 06%

HOl.lsel1old Gael eets Planned to
Buy ill Next 12 Months

-Own or Rent Residence

Hill Ae li.;L\.:llc~';i I'\;r\.'lh~' k'u.~l
uUl'luplu,\T<.l fJ[ ull mdi'J lis Lm<.;ro. Th,',\"
iIHl('xL"l;l WI). 3 (01" !-i~H:rl(llnp;:3.0 hOlln-i

~Ir nlO'.... smtl'lM th .. \,\7~.1I1clt"Xill; f,lr

~Lhm"" th" nmm amI 1""lc11 111; all othel'
lj:,to;no;'l'~ fol' (;h~~ ~l g111col/ronlnlun it~·

o(;~,-' [L Ls, Thd l' li.sk LK'IS "ere lolJIlUUg l.hc

IIlOsl l'l.,'1." to fiO "" 1, n<> 10 pl>1,:' WJIl'l",
rmy bilb "!HI o<,;~u'd! ,-'UIlli,' ydIu ~\'

P"W'"', "".,11,,,1' mHln",1 "elH I" 11,1 lillY'.

,1K, J'",,,,,,I!lfl"'" H"l ACs >lud,c",,,
ill houl":chuld:-i i"?ln'luf? S?Q.t.10D I ~r

'llOl'1l ,ill n1J;lllr \~~l.' 1] r si n(,.. Sr'; n H:
~m05-mllkill~ 1t io<'ve'lth 'ImCII~ ,111
lL!L"lLltlb aml a J2% Am'~Lh ml~UI·tT

l.ll"'l LillIe fl',HIlL :"I~r1,\. 90% "r Hol.
.AC listc-llcrs ('(\l1lrollt least ::iZ5..(J()O

l'f'I':'..a".

1I1Shcst Le.vcl of Employment

1',10 l'e tba LI 94,y of Hot AC]islener.,

IlaJ a hI;;!] Sdl,d lllplmmi. Tk, ("rHlloll

roll kccl f,C''Cllth for jt~ pmpo11ioll of
~,,11<,~, 1?"",l 11.,,1,," >JI,,1 "·fl.' "'17],1], 111
11"'I"""(,I1I"IOL' or ,I. lisl"I1l"·"; wI,,, 1",,1
.(tteL1JeJ ex ~r,l(lual(:'(l t'r-')m '':Qlle~':',

I -. Ii • I r
Jk!ie, !\J,=~.I ...~·.~~;'()tc;tl~li:t'JIu!.c.!JItl f~~

Sol11:€. ror.:a.::~JUScmiro""1~61r.JU.
lJa~COJII5 ~":11~1Ut ~~ ~'*, .r'Ie~~ ..., ~"::?

F::::adio Tcda:I ~~ae. ~dition o ,(f~7'11I;iIQn In~.



Classic Hits
l'io.l l'ol' Rlldn8l' GlOOWth.

-rile 28B ,tatllln.~ pro!(l-ammlllg (l",;.;i{~

HLl~gcllnul1," [lleu,oJ ULI pup hiLi
~1f th c tate '60 thT<Jug,ll the' 70:;, and
Spri "1'1 ao(}:" '''''l,... II ,,,, k n-<h"d ,"'''' r 1'1 "
Cb.,-,i<: Hil,; ,.·h'dl ~"PI'h'll<,.l Oltli,,,,

'\b th", ]<;i,ulLJJ..1.:; hrlll'.lt !'o!" r.,U"r pop
hl~· (,h~j~, Hib l\aU QUk·; Wll.llJw......l
llir :').4% (if all Ii, [(;Jl cr.; ill I:~) Lh S!)riJLi;1
20De) mH]2Q07, BilL C1L::l::lK: HIG
.lllmp,'rl frum fl ti,' f,)rlfth to 1\0.' I.
.,-:(;..:"nl~t; 12+ rl'~)ln :.J :2.1% L() :2.R9f.,.

"llil" ol.li"" 1',,11 hr Llo,' .~1I11" rnmf/ill.

wh ik r1i~tillf';ll i:;1, i11 f\ the hm f,)nnnt.~

Ill':']} (Irl~ lI,ally h~""L' hl"i.~rl 11101 (' .;)1"

hIOl nlll ng, ~le cl iffel~llCff; htlC:a In ~

I"lfll'e t" r ~hle; ~sped,<l11;.' 1nih yflllil ~f'I'
.audlcnoc IXlmJXJR itil1n. w]th :;':2'.1; (Jf
Ch.,-~ic HI Lo.; 11, LCLl{'[S belll; LI JlJcr :l.~.

«>1,11'",,:<1100111:.:,,' 54%. C1.'l"~;" H:loi

4:5 M li:'J,:llm ~('i7l1,cllt\;'n;, brp,l'st nf
.all L~lLHluLo.;, [adL weel" C.6.';8ic HlL'io
11"l<:h",l alnm..117 m1111fll1 11,1el1~rs, "I'
frnm IJ lHl "I' I) llli IIi 01" inS pring 200(;_

AQH Share Trend
Per&Jr13 12 I Mon-Sun, 6,6.f/-M i~

SP02 -SP03 -S F':4 SPCS; -SPC6 SPC7

\l,~% 1,2% 1.4% l.G% 2,1% ',l)'Y"

Audience C(]m~siti 0 Il
~arc&ntof ~ormat ALlJlence by Damoqraphk::

~j01-SUr1, 6.il,~A-~'id -

~2,~%

\!\tlrral
44,6%

Listener:: 12+
fl.lon tLn. e.IJ,M Uid

Mer
55.4%

.J}Jie: !\I .. ,!:l/ ...~·.-d.'J~::otc;tms)'JIl.:.!~JIJ:l fa..
$,lifO;; FCx;-; ~,,!eiJ7~~ns an to.·.·. ;JJJf~n. ~'6la come fro.·.·.
,"'I".':":1~;Qs.~.'a.::'i"l h¥..;,I!.'6!E~, Eftn,-'5 :"t'7

r::ladio Tcd3:1 ~~ae. ~dition

~ a:c 1 ( J,\Cj fI
Ccroo:ib 'or

altT13t.

P12·1? P18·:24 F2i·3l ~-4~ P45-S4 ~~-E,4 F~+ ffi~lI'JH~~

o ,(f~7'11I;iIQn In~.



Classic Hits

AutliM\;~ Sh~i(l by RBgiM
2.B% - 'Jatbnsl A'J(~ra'J3

Perwn~ 12+, ~~on tun, ~/JN ~)li:J, AQH Shue

28!{'
I,..lon-Gun
6Aly~M(:

--l
~8"A:

1,3%

Mcn-Fri
10AM-3PM

AQH Shars tJ Li~t~ni ...g by D~~part
Persol1E 12+

2,6%

In Car
34JOk

AtHOrfl
:20,1%

AQH Shareof ListBning by LOG31ti0n
Persone 12"'-, ~lon-3un, 8J1N-Mid

Ot1er
:29k

-Glllll.<, Jn All l)aypalots

'Mort> ofth... llst<'lling to Cb~slt:~Hlts
lJ: ~ ,ll'l!lu: uu l uf he 'UK Lhan lILu"L

fomlatr., tJwugh that hceamc lc.<;.~ ;;0
ill SI"'i"H :1007. '" H I-h",,,,, 11',,,,,d
~"'. "","11)' I'",,,, i" ""r, tl", 1'",I'"rr,.l
k,t1oll, v~ill1", Cb:;"lc Hits lmproy..tl
illlrl~,~ive1y in ,,11 chL)"l"Ht:i, it did ht>,;j
ill III ill lIa,"~' "licE; j LOll Lpcrlo m~l'd iL~

(;"craIl12- share.

Clu.ook: Hll'! IIl<.:r<.:;.t~l'l.11l~ nu(1Lcll\x
_~hlln: t;\.l' I}\~hCR' CX(;C!) LLhc f!.'lou LL Lail]

.arl.:L 1b ;-;hu,; m;arl," Lripbl ill LIl,;
prtdtkl't);lnll; ;111<"1 nCl1l'lyd'-'llhhl
ill II", F""l SOIJII, C""I",11""",I",)'_
(h,,~ic: Hit,.; Tall )';~d1ifth ;lnHtlll; <Ill
trmll<lt,-.; In New Rnglanc1.

.J}Jie: !\I .. ,!:l/ ...~·.-d.'J~::otc;tms)'JIl.:.!~JIJ:l fa..
$,lifo;; FCx;-; ~,,!eiJ7~~ns an to.·.·. ;JJJf~n. ~'6la come fro.·.·.
,"'I".':":1~;Qs.~.'a.::'i"l h¥..;,I!.'6!E~, Eftn,-'5 :"t'7

F::::adio Tcd3:1 ~~ae. ~dition

tJe.~ I::: nglan,:

F'igu'es I~present lhe
~a Ie o'llSten ing t'1af
ihi>; fc; rm<lt attr<l.ct;;
YI~,i nfh",se :;;n~ U~-,
regIJn"5_

ffi~lI'J~EJ~ ~
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Classic Hits

-,
'6:45
P12-t

.J

7:3')

~-?=K-~<1<

26,~"k

7:00

S30H75K
:2!),5~

425K.
14,1~

H(J U5 e~cld Irlcome
Pera:m: 18+

llm~ Spent Listening by Dcrnogr.2lphlc
(Houm:Minutes)

MOl·bln,0.A,M-vlid

f-g,
~c~?ol

Grad\laIi
30.6%

Hi!:panic
1G,O%

Education
Peroon~ 18+

-<;1~1h

Grad;:
,e,4%

Elack
"33"A:

Ethnic Cump<lsition l­

AQH rersCon8
~ ':111:1 I' :-ST C(:4lh~ "'; ""~Ik",,~

Of,sr
~O.7%

Brmvn Eyd ~i~

val ~(I-:iscr

Fle~pect

.uh Fr. "\In

Ma9io Carpet Rid<!
-Str.:fI~~f

t,,'on\' ~jo'Y
fOo"7,ny J~ m~'Shom.:,\:.

Oh! Prett;.' Women
r,y C'/II,~C.1

I'm ABeliever
tlJooI(,e:J~

rl.la9S ~ t/la1
r:o-J :Jr;LWltl

~i~;~ ~I~n H~r

.o(mff.al

ruar~arik, liG
..f.:rnI'1 itA.L>:

lCfl~ Cool W::man In Aback utOO9

I-.·~k

~U""'~'""~~ ~~~;-

'T'np cla>;""" HIt,.; Su,,1¥' o( :!uo7

.J}Jie: !\I .. ,!:l/ ...~·.-d.'J~::otc;tms)'JIl.:.!~JIJ:l fa..
$,lifo;; FCx;-; ~,,!eiJ7~~ns an to.·.·. ;JJJf~n. ~'6la come fro.·.·.
,"'I".':":1~;Qs.~.'a.::'i"l h¥..;,I!.'6!E~, Eftn,-'5 :"t'7

P12·24 P1S-:34 P25-54 P:J5·S4
ffi~lI'JH~~
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Classic Hits

~5

-106

-103

-107

116
114

114

117

113
111

110

114

10e

000-514.999

so; 0]0 or More

Local'Ccmmunitv Evant£:

Weather

NS'NS

l.i ~len to Rod iJ

$2IJ .OOO-s:M .90(j
$S5.000-SM.90(j

$25 ,OOO-SZl ,98[J

$15.000-~1O.90(j

Inlemet Yelbw PaaeE

Bloa8 ~Ra3d or Conh~utad tc·

MO'Jie Li ~tina[:

Pa'l8ills

Au(;jJOl Site

JobJEmDlo\'ment 8.98101

ir'3'o'el Rewl'o'ations
Airline H'3tel, Auto

Finandallnlormmion/Se 1".' beE

CQwrIQ~ Mu~ict

Li shsn to AJdic eli:).!l

Radio Station Si:e
Real ~stn.e ListimlE

G'i1me::ii

AmQI,IIlt HOU$~hQld Plfln~ to
Payfor New Vehicle ~l(t

12 Momns ~H)

Ways Online Services Used
~nt3~ Days

:00

~

-j'7

-j'O

1M

112

101

121

105

1'4
107

Denocmt
ReDublk:ar

oneo! Thesa

Inc D.':'11dcnt

Less th an 1Hour

AI>.1f3V8

Inoopcndc1t. Bu: Fd CbGcr
to D~m~cr<lti~

10-19 Hcur.:

Inoopo1do1t, Bu: Fd CbGCl
to Reoubl Cell

AlwavE

N.;ver

Never

N.;ver

AlwilvE

-Sometmes

-Sometmes

:20 rour.> or rAore

:!:-O HOJrE

.som?tmes

PolitiC31 P3rt'1 Affiliation

Time Spent on tne Intemet
in Average Week

How Often Usually Vote il1l
~~~I EleotiQrn

How Often Usually VchJ il1l
Stilltlwi do Elo~ilm~

How Often Usually Vote il1l
Ph!s identi II EI eoctions

.00
$4

$7

111

100
107

15%
61%

I ...

FDA 111
Satellite Radio Subscript 01 126
Video Game 3vsten .00
Wirel ~s,o\;;'~11 !5e [\'icr; '0 rC'!hp,r
HH r~enbp,r $!)

Wirel ~slCell Ser.·ice f8f Self ~

.
'.1:lrri eel I tS2%
~kvcr ~hJr'icd (Si nole\ 22%
No Child-en in H~u*hQfJ I Sf·S(,

.At Least One Chi Id in 1H 42%
iw':w \bre Childr"n in HH ~4%

F3mily St3tlJ!;l;

Own 79%
R.ent 1i%
<-!her I 4%

-Own or Rent Residence

Stl'OJt!?;!y hldcpendcnt Pollt,cally

LbLi.·ncr;; L'I Cl!l~~i~' Hi.~ irLJI;~\'\l

.~e,.:(.uJ-h;gh"'';l ilK being 1uJep.;:mlcllL
politically, altll0L1Sh tlw",,-'
TIl<l,'I''' ",Jt,nL' Ih..L\""1,, I""r""·,,,,·
l"",I..J 10 bJ n R"puhl'e<rl. T\I'')'
!ll<lex~l thi!'l-mr.>:rt-Il1",h· 01' ;Jl] raJ!"
lk(<,;a~T';: Lv b\' i.n (11<,: .w.tl!lwL L>
pUL·dm.'l(.· a utI' ,;elliIL!; foL' $::W,OOO­

82.'),000, am] 'hut: ul'arl~' ~o% mOLt:

likely than th~ a'H~mh~ prm".m t·.) hr­
.,f,"['p'r1f> f<>r '" S>J 1.,1111" r:<Ll'(f '''1'''1,:<: '"
lh(' L:,.",i"fl.'·("u, ClH";';;,' HiL.Y 1,,;[(,,,,·......
.Lho Wl'rt' mOI'l' prob;ahll' pIIIX,h:l.<ieI''; nf
TWl) rla~·~I". TWRsalld -rnA,fb'lll thl' I

gelLeml public.

I -. Ii • I r

~~:~~/~~~~~~1-r..~:~~~~ f~~
i.lawcOJre fro.'ilSWiJ ~TOL~'w !.A5.·lt, .r.t:.:",;st:~, :\7,;:,

I'::::adio Tcda:I ~~ae. ~dition o ,(f~7'11I;iIQn In~.



Oldies
lINldln8 ·I·owtll..!ls :;:;+ I'mphasls:

"T},e old IPS (orm iit, (lll'lllel,ly hnllle of

<50S aLlJ '60s blls, ba.s sL\~lJ" C\o],'cJ
~W"l' timc t., includc 1'°} slugl"" of the
,.J,.l;." '7°'- 01<li".; 1'11' n,,,,,, Ilr hYI
.'-:(;'rlH.~ !-=~l~I1.~J1.,;~ .~)~ ,)( Sprinfi ~oo7 Ll •.;.~n~

were 30 f~w~,. oldie.s stat!('L1S than
ill 200(J. Th .. 7.50 1',t,lhnlli; produt:tltl
<llm;)sl 16 millio[L lisleLlcr.y, cl.HJJill!; ~l

2.6% LWI;uLmhh~ue, t1{lWU {rull] 3.+%
in spTi 11 fi :.lO(l6 nllllllbout I1n1f it~ l:.!

.,},,, '" 101' 1,)ul' }'<'IlI" "1->''- fl..! LId, <>1'11,>11

li,.;lc" in~ "I'I'<'lIrs 10 l,m'{O fl""" I"
Chyy;e; Hit.,; wh;e;}, Wlint'd the S,imf'

0,7 (l1ft~rellcP. Th~ llinth-lllelyt-~1(lrular I

ILmU!ll ill lhe lasl n;pOl"l, olJie;;:, rllllkeJ
!\o.12,

old ic~' f,cmlcr ~plJt wus nC£l.l'l)'· 5°......00.
l\carl~' hall (,I Lb llSlcllC rs \~(;.rc al Icasl

.'),') y"a".; "hl-ITIlIn., 11m" 'JIl} IoI},,,,' 1"'1'
mu:;.k furmat, aud ohU,-.s' 45 54 f\ud
.').')-64 eX)!lIIH),.;;I:"", ,.,1"" "l'''' 11:~lK,r
I.hall ()l.hl.'L' [('.mals, OIJll.'s I,,\ullw
1\0. '-\ 'llllong ,\dlllt.s .56-<'4 <Llld fifth
wi tIl nd ll' t,q 6.) I _

AQH Share Trend
Per&lt)3 12 I Mon-Sun, 6,6.f/-M i~

SP02 -SP03 :s P04 -S P':6 -SPC6 SPC7

:.5,;1% :.5,0% :.?,O% 4, 1% ~,3% '.~'Y"

Audience C(]m~siti 0 Il
~arc&ntof ~ormat ALlJlence by Damoqraphk::

~j01-SUt), 6.il.~A-~'id -

29.6"k

~\(}~1

4~,;)%

30.3(~i.

Listener:: 12+
fl.lon tLn. e.IJ,M Uid

Mer
05~.7%

.J}Jie: !\I .. ,!:l/ ...~·.-d.'J~::otc;tms)'JIl.:.!~JIJ:l fa..
$,lifO;; FCx;-; ~,,!eiJ7~~ns an to.·.·. ;JJJf~n. ~'6la come fro.·.·.
,"'I".':":1~;Qs.~.'a.::'i"l h¥..;,I!.'6!E~, Eftn,-'5 :"t'7

F::::adio Tcd03:1 ~~ae. ~dition

~Joi()r.i M1-1
C~1Yf~tbl fer

.::ltm"Elli.
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AutliM\;~ Sh~i(l by RBgiM
:=.3% - Najonsl A'Iera'jJ

Perwn~ 12+. ~~on tun, ~/JN ~)li::J, AQH Shue

Oldies
A PopulnrAt-Wol'k I'm'mat

"Tllll<,-in l~y loeltloll fin- old..."
..;.>; ill ~\IlHl,;l:-; hil.~ L"m~iMm;J lI11lL\I;}L

lil~l\tlc£l1 since Spring :.lODS. with
01<1,,," I'm" f(''''"1i ""H!> ,,1'11,<,; 'LohJI
1'»l<",ll1fl .•1"'j ,,1 111:111 ,Jo l'MI,,,,,!>r:; ",­
the 11l_\I'Jd:y ,i llthe.£ t.:>rm'1D;. Th'J u;;h
-(lot"n i;igllifi':'1I1tly tml1l Spring 200(,

ill all,la,'·paL"l.'i. Oldil'" ~<';lh.Ta.w iL-;.
bl'S l lal; n~ ill llLi,ltla,\·s. " here; l

.~1i~htl)' f9i<X:0.ikd its c'Y()l'nlln Ish nrc.

Rl'~i"Llall'll Li llf-; rur Oltl il:s sliI)1>eU
o(;~n;-'l~hl'''c ill S!Jriug 20Q7. llwu.gb
oldi,'s .<;till ~l'~()ml(xl he,t In tll" \\I<'.<;t

[\OL"lJl C<"'ulrul un'!!, ,,·I.crt; iL mnkd
.,ixth. Tht" t~)rl1lat ,,"s f'1~hth-stl'OIlf;f'...1
ill the M,juntain I.one, alld ral:b~l

nlnth 1u .L:;<1$t )l (Iltll. (\11.tr<11 mld
&l.~LS(ILL~1 CI.'JILmll;;LrIL\il'i~,

D~,,;pl ttl tht> loss rlf.som t' .'tOltlOIl~;

QIJks 1'Cllli11uN the- fifth-ID(lst
jlfDgnu rLIIIL't.l Le ll'llHll ill lll(J 1(1.

..tJ'Jie: !\I .. ,!:l/ ...~·.-d.'J~::otc;tms)'J1LO!~JIJ:l f~~

F::::adio Tcd3:1 ~~ae. ~dition

AQH Shareof Li stBning by LOG31ti0n
Persone 12-1-. ~lon-3un, 8J1N-Mid

Ot1er
:2.60,i:

AtH~tw

33,e%

In C'lr
:35.0%

AQH Shars tJ Li~t~ni ...g by D~~part
Persol1E 12+

2.€%
ry1on-8un
-SAr,.~- t,..lc

2.M!: 2.6%

I ] I I' I I I :=J

tJe.~ I::: nglan.:

F'igu·es r~present lhe
~a re o'llSten ;ng t'1af
ihi>; fc; rm<lt attr<l.e::t;;
YI~,i nfh",se oen~ U~-.
regIJn"5 .

ffi~lI'J~EJ~ ~

o ,(f~7'11I;iIQn In~.



Oldies

I
06:45
P12+

..J

7:15

$25K-S50K
2'0.1 'X:

H(J U5 e~cld Irlcome
Pera:m: 18+

-<$25K
h6'~

:::50K·~75-<'

~5.4~

llm~ Spent Listening by Dcrnogr.2lphlc
(Houm:Minutes)

MOl·bln,0.A.M-vlid

Iligh
School

oGr~<j~a\ll

33.3%

l-ispBni~

10.5'10

Education
Peroon~ 18+

.::1211
oGrl1oo
-8.8%

Elack
'33"A:

C(}lIeg~

:jI::KJUd~

21.1'),{,

Ethnic Cump<lsition l­

AQH rersc·n8
~ ':nl:/ ,. :-ST C(:4,h~ "'; '·.:~,k",,~

Olher
·86,2%

slsn!. of StJ'cllsthcnlns TSL

l',1o L'e tb~. Ll ;;8% <.1' 0 hi je,lis~l1ers had

pc..,;l-sCA..·onJar:' CA..1LJCULi~)I', aLll l:-.:Ll.lT
than 91'.16 lInd rt higb scbc,ol dip]ml\(I.
.a ,:, HI' i....lm'l Ii 1i IJ no 1< H Hi, ~·,·:·m;. TI",
'''H",,,nl ,,['old I,," lislc""'rs 11~i1lK i"
ll()~hoM"l:'.arnln,12; 87",00C- or luOl'"

.In 11 ualIy ,\a, IJ p at a I'ai~ :Jf 111m" Ih'lIl
,/\1 ~;uro SpJ'lng :lOU:!.

~illle spent li'I"llin~ ~(l Oldi...;; h,IS hflhl

LI P w ..I1'1l ,"'c ~n I y~U'b. III fad, TS::"
iLlGL'tl.·;'.'ll I;') lIlillULc..~ IlIllOIl~ 12-24­

~'ctlr-()IJsaml l8-;)4:;-wle d l1Jc I...·."..

m1111nffi In 1mrmw<, TSL. in flny ,kmn.
CUIII r)l~li .1\.·(~ \....·illl -Dlhe." hcri 1:·.Ln "': In I I;;'';':

fl:)l1uats, oldIe:; W~; '!clhle .l\·eraIl12-.

~ln (1 cI own Oil'.\' 1{; milllJ I ..s ,11l10n fl
26 ,54~ ~l1.l )6 64~'

ll;et"",e'l Spril1!'l :200(, ,1Ilc12007. oltli..s I

hel:,llD~ 111 c:n'asl'l~ 1~'ll-:l'll< )gtm·: m."

.a.q the (Iud iellcc oom positi Oil of
Alrbm-All, ~I·i<.:all ~ allJ Hl~ptUl ie.:;
<],di""d .'j" ,mb' ",,] 2.;;;%. Aknf> " ill.
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.~l'K],II:... " ,II, 11,,· 4(i+ ",rd'<'II'~'

o(j)ill p,'~l;Oil nIclI"liln 11Uill 37?~ ICl 39%
b~h;'~~ll Spri nf!; 200.5 ,IIH] ~oo7-

Contemporary Christian
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Contemporary Christian

tJe.~ I::: nglan,:

o ,(f~7'11I;iIQn In~.

ffi~lI'J~EJ~ ~

F'igu·es r~present lhe
~a ra o'llSten ing t'1af
ihi>; fc; rm<lt attr<l.ct;;
YI~,i nfh",se oen~ U~-,
regIJn"5_

2,2%
1",1Qn-Gljn
OAfM,!(:

AQH Shars tJ Li~t~ni ...g by D~~part
Persol1E 12+

! J! II !! ! .........J

AutliM\;~ Sh~i(l by RBgiM
2.2% - lJatbnsl A'J(~ra'J3

Perwn~ 12+, ~~on tun, ~/JN ~)li::J, AQH Shue

AtH~tw

34,0%

In ell[
49,1'%

AQH Shareof Li stBning by LOG31ti0n
Persone 12-1-, ~lon--3un, 8J1N-Mid

Oher
14%

F::::adlo Tcd3:1 ~~ae. ~ditlon

C()IlI(;LI11~)J'm;l' C}'Jj~L.iaLI (;llLl~l'(l LL'i

Ilif\hCf>t 1'1ltillf!;~ 'n tIl() L'~llst 'kmth
("nl ral "'I':i,,,,, "h<:r" il r'JIlhxl "ifll'Lh
;Lnl(lllf; all fi~I'I1l ..t-;, ,lm1 it 1<111 hd ninth
ill Llll' Wcsl :-l. )rlll CClllml UI·~'!I.

.BFxdUl"l in a1150 ~lalL"'l

(ontPI1lfl'omry ch,-istlall had thp
Illns 1s la LI(, ll'>lll the Eusl NOI'lb CCIIlI~ll
n',?,inn. w]tb 11 ",1..1:1, d all <Hltlct.s"

Afu.t'nOOll WlI.<, Leo.dlns l).nypllt't

1\",Irl~' h:11; (,f rnnt~l1l pc W1I I) ch ri st"l n
ll,;l<.:nillg l'luk pl;\l'~ ILl Ll,l' eliI'; dUll wa..,: I

higher thrm nn~' other f,)rmat and
Lh" p,'r""nL"r." 11""" I-L""olil;f/ as
_'ll-\-"(Irk liHh:"i 11f\-I!", "",,,11..,,,1
")illpl1lll:'nt ut'th", tlu>:il:' m"in
lK.'ULII!IL;;-~'()[LLi II LIClll, IJ~'d II I~,
TllouJ!:h ll(JWLl ill all Lhl,\·ptub, y..cxkJu~-
La Li n~" ro I' COLI u.:mp'lml'," Chrisliall
W0.1'~ stl'(!llW'~ 111 OftN1W'~11 S 1111 i111<'1(1
""t ,,,,11.1' ""('" 1'1" ,''' SIJn"" ~()08-
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Contemporary Christian

Ethnic Cump<lsition l­

AQH rersCon8
~ ,:t1I:1 I' :'ST C(:4lh~ "'; ".:~Ik",,~

-,
'6: If
['121

..J

7:))700

f:25K·5&:JK
~6,5~

>$75K
11.4tl

H(J U5 e~cld Irlcome
Pera:m: 18+

:$50K-$75-{
J4.0~

llm~ Spent Listening by Dcrnogr.2lphlc
(Houm:Minutes)

M01·blll,0.A,M-vlid

High
School

(j'e~ua1;l

::>21%

His~n c
11,3%

Gorm
Colls<Js
40,0%

Education
Peroon~ 18+

<12th
~de

05,2%

Black
..s,7%

OtJer
.aOCl°A:~d·~"';~l ~~,-

IJnd;;
f(lSo7 Ci ,~J 3

Every Time I Brealh"J
a.~ L:SlGt' ~)oeil-6

Ev€r "wing G::c
1~:(\? !3:eI'fR-

-Gi\'c'lou Glori
~i!'tI,r'~

Bring Tl~ Rair
iU!l.q-1l3

[)o~s An~b{ld~' H{l~r I- Dr

.(.xi'~f.I':bw;(

I'm NolWho IWa;;
E.~d(\? r..~ ~~J

N~--=-TuLI.~

roorrn.r::
"lade To Worshp
(;}:,·i~ T~:~~,U

"You Ak;n~

E.:r.o.~ o'I,rog(£

Pj'''fl ('..orll~m.10j·n roy
CI'I'~"I~HIl S,,"W' ..r~uo7

.J}Jie: !\I .. ,!:l/ ...~·.-d.'J~::otc;tms)'JIl.:.!~JIJ:l fa..
$,lifo;; FCx;-; ~,,!eiJ7~~ns an to.·.·. ;JJJf~n. ~'6la come fro.·.·.
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P12·24 P1S-:34 P25-54 P:J5·S4
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Contemporary Christian

115

124

136
105

133

10e

125
1~1

131

127

112

132

147

132

135

146

121

000-514,999

so: 0]0 or More

$S5,OOO-SM.90(!

Weather

$2IJ ,OOO-s:M ,90(!
$25 ,OOO-SZl ,98[j

$15,OOO-~1O.90(!

Bloa8 ~Raad or Conh~utad tc,

NS'NS
MO'Jie Li ~tina[:
Local'Ccmmunitv Evant£:
l.i ~len to Rod iJ

Inlemet Yalbw PsoaE
JobJEmDlo\'ment 8.98101

Cowrlo~ Mu~ict
Li shsn to AJdic eli:).!l

Au(;jJOl Siw

Pa'l8ills

Finandall nlorm mion/Se 1".' beE

ir'3'o'sl Rewl'o'ations
Airline H'3tel, Auto

G'i'lme::ii

Radio Station Si:e
Real ~stn,e ListimlS

Ways Online Services Used
~nt3~ Days

AmQI,IIlt HOU$~hQld Plfln~ to
Payfor New Vehicle ~l(t

12 Momns ~H)

~

67

76

M

122

155

155

128

126

N.;ver

Inoopcndc1t, Bu: Fd CbGcr
to D~m~cr<lti~
Inoopo1do1t, Bu: Fd CkJGa'
to Reoubl Cell

Lsss th an 1Hour

ReDublk:ar

Never

Al>.lfav~

Alwavs

one 01 Thesa

Denocmt

Inc D.':'11dcnt

AlwilVS

N.;ver

10-19 Hcur.:

-Sometmes

-Sometmes

:!:-O HOJrE

:20 rOUfl> or rAore

.som?tmas

PolitiC31 P3rt'1 Affiliation

Time Spem on tne Intemet
in Average Week

How Often Usually VchJ il1l
Stilltlwi do Elo~ilm~

How Often Usually Vote il1l
~~~I EleotiQrn

How Often Usually Vote il1l
Ph!s identi II EI eoctions

$9

114

10n
129

102

116

1e%
ffi%

I .. '

FDA ~2

Satellite Radio Subscript 01 131
Video Game 3vsten 110
Wirel ~s,o\;;'ell !5e [\'ler; '0 rC'!her
HH r~enber 116
Wirel ~slCell Ser.'ice f8f Self 107

.
'.1:lrri eel I 71%
~kvcr ~h:wicd (Si nole\ 17%
No Child'en in H~u*hQfJ I 41%
At Least One Child in 1H &)%
iw::w \bre Childr"n in HH ~~

F3mily St3tlJ!;l;

Own 7S%
R.ent 1i%
<-!her I 05%

-Own or Rent Residence

Mal·I·led, RepuhHcau.
l.i~Li.~HinH0111111'1.":

Aln:081 <;l,'i'¥. "L'(,)II LeUI!JOL"W1'

Ch1'i,>1:io.n Ij~tcn m~ hud 0. high ;,ch001
-<1'1'1<>,,1>1. T11t,.\· ..""Kt"lliflh '"
I"""'>I'L"II'" ,r 1, ....L"'l(·r~ "ill, ,: ,011,,'1"
o(l~_ (n<:',uly un(:'-tlllnl) OIml sL'Ilh
fill" h.n'] ng att~l111 ~l m gl".d u<lred
tWIrl co1lc~. :'I'lorc Unul 6o~ ~i\'t' ilL

hml".-.;},()lds CaLni'J~ llllc;:l~L $;';0,000

.fl )'''111', and ht'}'on.-l fl jlli1'(l ",crt' in
1",LJ.....,l"J,]" 111 Ih" s7,5,ooo+ "'L"f~my,

lip al a lUI" or I~% ~ill'~' Spri"1l2oot>,
when it w~;h>low ;~o~'"

(oOlIlcnlpOr,m".\" clll"isllMu\i I "... linn--:
<Ie::Iine e"11 he tr:l<:t>(1 j(l ti mt> i;pt>nt
IIi;relling, whk:l1 i?11 "]f;nlti(:antl~"'ll

~F1']n~ 2:.107, down 45 miJlutc~ llCl'
\Y'xl, l"":ru~ m ',.1'11 U~ Wl Lh ::!&-o¥
<wIl Jij-64C.

A hi~h(,J' p"J'C"'1lto.~1' ofColltcmp(,rmy

Cllri;;LLnllli~L\':JI<,;r~\~\.T'; marrlOO I1mJ]
llo""" (fj all,Y <>11."r (01'111 •• 1. 11I,1".il1fl
J.\v, 1 ior bd.l~~ <.X.'(~I~i<..)llHl "-)Lcr~..
Ll"',v"l.'<I) ,",]"",,] Ko. I ('Wh"Ilf>

llt>pLlhl'GIn :m<1 hl~j f;)I" ht!i n~
Dc.:lJlU(;L'll L,;, 1he" "'cre adl I'C hul
li.f',ht IIl!crllch1':"1':1. but illd~cd
~<~. ~ .(:..-llo-:Lcrllrlr; II_ nnlli I (Iulill(~_

I -. Ii • I r
Jk!ie, !\J,=~.I ...~·.~~;'()tc;tl~li:t'JIu!.c.!JItl fa~

Sol11:€. ror.:a.::~JUScmiro""1~61r.JU.
lJa~COJII5 ~":11~1Ut ~~ ~'*, .r'Ie~~ ..., ~"::?
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Audience C(]m~siti 0 Il
~arc&ntof ~ormat ALlJlence by Damoqraphk::

~j01-SUt"J, 6.il.~A-~'id -

ffi~lI'JH~~

Listener:: 12+
fl.lon tLn, e,IJ,M Uid

F~+~~-E,4P45-S4~-4~F2i-3lP18-:24

AQH Share Trend
Per&lt"J3 12, Mon-Sun; 6,6.f/-M i~

£:).5%

SP02 -SP03 :s P04 -S P':6 -SPC6 SPC7

-.3,;1% -.3,1% ~,1% 2,4Di~ 2,1% ,,1'1..

P12-1?

H~lolB AQ
C{lrJl)j~tiQ­

tor 3 [nrEt!:

Aetl\'e onHne, I:lmploycd and
Amm:IIL

;\ LlliJLII:-i .I·~·llm f~lrJIli.l1 ia lh~' flick
(;;enre. 1\ltcl'l\D.tke he'ld steD.d~' with
.a 2. I(jr;.~ll'HC of Lhc Ll:J. LloLlal LaU j\ I

"-llJ,li"n'~'ln Spring 20Cl7'<)IT'Il>"',,1 L<>
2006,11<.: J'UI1LHLL ~ku\:J ~w~, ,-,Ilk,
.'"'Llme art:lst.~ with Ad;' .. Rod:, whjeb
laL1;doo if .~lj~hLl~' ;'iluLlfcr Iud;

lis!.l· rLCI'sl, Lf'. }!Ol'(~ III UI' l fi Lll ill iOJ]

p"rJpl' hll1~d in tf! on" f!r mom nf th('
~15 AllUllULh,<.: , LUllvllli '-~L~'h "'xl;
L!tCfl' wcrc v.1ii'.) 152 JUOl'\:-dll<.:r-

•.,l;l'\~;np; .·".alllt i\lhllm .\ltt'rn"tiw·

~'L1lh'I~,

l\..arlv hm-thi111~c·fAltern"tivl'
11:.;ten~r.~ \\'e'<, ml'n-Jiftl1-hl~h1';St<:of all
fo1111atr. in this stue'?_ Ab,)ut f\m thL1'(1.<;:
\h:n~ ul,Jcr ~5 .'i~ olJ, ILs L8-24
-(~IHIJ)I)!-:~L:(m '\.~)f..:11 ;-'A:o:m{l-'l~Khr-...~I,.

wn:> third m·)Sf: ill the 25 34 demo <:llld
'L\-i"lS ~~)lJrlh-;-',lr';~I'H~:'-;1 ~I) :1:-: Te(:11

.~l'hm tmt. nt's pilt' its ~,uLlthflll'lppe:ll;
thl' pt'l'cl'ntage nflistfll1l'r.~ bf'tw~l'n

~JS ;=;4 ~l'cwfr.,)m 26'S to :~d'{,

betwccn S!)l'iJl~ 2005 <\LlU 2007,

Alternative
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Alternative

F'igu·es r~present lhe
~a ra o'llSten ing 1:'1a£
ihi>; fc; rm<lt attr<l.ct;;
YI~,i nfh",se oen~ u~-.
regIJn"5 .

AutliM\;~ Sh~i(l by RBgiM
2.1 %- 'Jatbnsl A'J(~ra'J3

Perwn~ 12+. ~~on tun, ~/JN ~)li::J, AQH Shue

2,1%
1,..lon·Gun
6AfM,!(:

-l

ffi~lI'J~EJ~~

o ,(f~7'11I;iIQn In~.

tJe.~ I::: nglan.:

~.3% 2.6%-

AQH Shars tJ Li~t~ni ...g by D~~part
Persol1E 12+

At HOn1ii
27,7%

AQH Shareof Li stBning by LOG31t.i0n
Persone 12.... ~lon-3un, 8J1N-Mid

Ot1er
:2.8°,i:

In Car
4:3.~·\I:

F::::adio Tcd3:1 ~~ae. ~dition

A :".l18.httlm~ Rndlo Wllllle.I'

lA'lth 4491'. nf 11,h-> 111111( dClIl~ in un,
A1Lcmali\c falllL>1lhln.l-ltiplcsL ul'
.all fmmats in the PCTlXlltagC llf]t"
1,>"I"rI illl? 11",1 ,n,,; elDrlC' OIL Ihe r, .1<L
1'1).1·]1 II}-(~~r p('n~enl~f}(~ \.'r:.l:-i ~JI.a si:-r;­

)":!.u I~eal, whilE:' .!Jwrn.tti\·~'" ,\1-
110m~\ ,.h ~ I~ (1~c11 n~tl ii,,'~ stroli l(~t
~'l'ar~ llrLlll1h; I\lmll\l'~ ul-v,urk lum;-iIL
shaIC
wa~ al 11::;0; year low.

E ,'l:LI ill ~s ''''cre ~ III irl~l':i l fl}r

.AI LenL~l Li \ t' rmli.., ~IHli0116 .. I'\·h"ll In,.'
frmllllt's :2.6 711 ~hlll\' fJ1lfp •.'l'fo11n0.,1
ii, 2.1% 12+ m·cm!'" >il,>,,<" b~· ,., I~%

IIIa rp:i 11. Tbtln ft~ W~I't' ,'fe-,Ill~' h~I\'~tm

~rrill~ 2006 alld 2oo7e~cef11{or;l
,~m[ln (led in<l in llh)n! ]n~s.

"The N~w F.n!'\land. \\'~_~I Soulh C~nlml

~ln(1 th ~ :\of,dd Ie. AlIa11 Ilc 1't'~i()I1,o;

.<hrJ""C>d rn.till g~ ,?1'01\'1:h between
SlJriug 2.006 uml 2007, au.] lJluugh
.AIIe.nllI Li\ C milked 15 Lh ll\'l'mll
lluLi<.'llally, ill\'H~ lhe lllUll..t-lll()~L­

1'(If'ular l'urn,,,I," 111" Pllcif;c, n'Hiull.

..tJ'Jie: !\I .. ,!:l/ ...~·.-d.'J~::otc;tms)'J1LO!~JIJ:l f~~



Alternative

-,
:!5:3C
P12+.....

-6:~')

:S25~:-S50K

~H~

~:45

<$251':.
~.9it\

$5(1K-S75 <
:::SM:;

H(J U5 e~cld Irlcome
Pera:m: 18+

5:45

llm~ Spent Listening by Dcrnogr.2lphlc
(Houm:Minutes)

MOl·bln,0.A,M-vlid

5:15

Hign
GcrQOI

Graduali
268%

i-ispanb
nS%

Education
Peroon~ 18+

<12111
'G'ad5
7,4%

Gorm
Colega
:31,7%

Black
:22",1,

College
o{}aduaB

28.1%

Ethnic Cump<lsition l­

AQH rersCon8
~ ':nl:/ r :-ST C(:4lh~ "'; ".:~Ik",,~

<JtJer
.eO%

P<JrJ~'zor

Ft.;~.- £'e I€'J

Wh<tt l'vs DJne
1 ~.IoJh 1~6r.(

Fo'~'

~)P.~~(;Ij

Fa;:e DD(~n

r. ~i ,N(T(V':dAo}~.·6Io.J3

Brt<1l1h
5.=~·{;9 ~};i~l

PE,il
7hJoo) J:1}ll Sr;;.~c

tnm.... ~1- C)' Qh)
k ~i .~<r :Yl'11 ~pp~'t

Idy Th~m:l

'vmie~r::.:;;

From Yasterda~

.?: }E~~M:-lJ M,iY3

Di~

IfI(;«I~:-

~:m..dA"""-.r..'o!J), ~~~~

'T'''p "11".."..11",, S""W' "i:!oo7

.J}Jie: !\I .. ,!:l/ ...~·.-d.'J~::otc;tms)'JIl.:.!~JIJ:l fa..
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Alternative

145

1~O

14~

151

142

149
170

131
140

1~2

196

1;J4

1ao

000-514,999

so; 0]0 or More

Local'Ccmmunitv Evant£:

Weather

l.i ~len to Rod iJ

MO'Jie Li ~tina[:
NS'NS

$25 ,OOO-SZl ,98[J

Radio Station Si:e

$S5.000-S44.90(j

Bloa8 ~Raad or Conh~utad tc,

$2IJ ,OOO-s:M .90(j

$15.000-~1O.90(j

Inlemet Yalbw PsoaE

Pa'l8ills

JobJEmDlo\'ment 8.98101

Au(;jJOl Siw

Finandallnlormmion/Se 1".' beE

ir'3'o'sl Rewl'o'ations
Airline H'3tel, Auto

CQwrIQ~ Mu~ict

Li shsn to AJdic eli:).!l

G'i1me::ii

Real ~stn.e ListimlS

Ways Online Services Used
~nt3~ Days

AmQI,IIlt HOU$~hQld Plfln~ to
Payfor New Vehicle ~l(t

12 Momns ~H)

.s3
~7

04

-j~

-j~

1'S

146
152

100Inc D.':'11dcnt
In<bpcndc1t, Bu: Fd CbGcr
to D~m~cr<lti~
Inoopo1do1t, Bu: Fd Cbm
to Reoubl Cell

ReDublk:ar

N.;ver

Lsss th an 1Hour

N.;ver

Alwavs

AIW<lvS

Denocmt

Never

10-19 Hcur.:

one 01 Thesa

AhlfaV8

-Sometmes

-Sometmes

:!:-O HOJrE

:20 rour.> or rAore

.som?tmas

Politic31 P3rtv Affiliation

Time Spent on tne Internet
in Average Week

How Often Usually Vote il1l
Ph!s identi II EI eoctions

How Often Usually Vote il1l
~~~I EleotiQrn

How Often Usually VchJ il1l
Stilltlwi do Elo~ilm~

115

121

168

127
135

145
127

134

152

170

217

20%
6;%

Wirel ~slCell Ser.'ice f8f Self

FDA

VideD Game 3w;ten
Wirel ~s,o\;;'~11 !5e [\'lcr; '0 rC'1her
HH r~enber

Satellite Radio SubscnDt 01

F3mily St3tLl!;l;.
'.1:lrri eel I 44%
~kvcr ~h:wicd (Si nole\ 47%
No Child'en in H~u*hQfJ I 48%
.At Least One Chi Id in 1H 62%
iw::w \bre Childr"n in HH ~~%

Own 63%
R.ent 25%
<-!her I 9%

-Own or Rent Residence

LnJ'se I!lC~nsc in 1';7,;K
I ~l"gml"l1t

l,:h.m' llll:u ~ o~\ 01AllefJ.ld Ii jt'!lli lcuero

1",,,,1 in l1011sclwld" cnrnillg b;'j..ooo
-<II" """" :m"uall"-I'o,,rll,-l)(,". d' ,,11,
[l)nllHL'i. Bcllel'll,ull 40% Wl'rcirL lhe::

$"5,000+ l,,\t~,-,l'}",",Illdll-\''''; j'dth­
hif!;h~t. Si.:!:;lliilcantly, th,lt 40% fif!;IJ'~

',a~ up fmllL 1I mkL" 32% "illlx SprLILi;>
2002-a ~fl)'."II, mle (i[ 27% lhal

\\,,~ S0Cord ("In 1y tc COil ntry. N~")rly

l"'\!-lbirJ" d All\;maliw l~~l\;ll\.'r;;
,,,n, i"l"."...",)",I'), ~,,,.,,n.1 i"Ji:
SijO.ooo or more.

R""I.<,.1 :-Jo.::1 i" 1',,11-1 ilTl(' <:,,,[,1,,.'"",,,,,1, I
..\1tt-'I"Il:ltl,,~ Ii stt-"l~r,s wt-'1'e amn'l\; tht-'
Illost lilrt-'ly to 1m." t-')qlt-'nsiH~ G'l'S...\.,

the N'L 1 Jntcmct 1l.9CI'S f)f anrfonnat
AIlcnlalh·c lL~ lem: r~ i LlJ c~t:J loll~

:" rn'lSl 'HJ}" P'''' 'I'L ,,,rl' II", ~""""
incluLl in; 1i.~ton in f> tlr 1'0.-1 iIr. f{flll kin f?
l:Jy. lli;' wujjUJJ,~--..l D~U~l\'ml~ \'\Ll 1\<,>, l.
.. kS TJt-'nlOL:mt-lt-';m1Ill( Tllclt-'rt-'llclt"Ih;,
th~;'-:lLoill,l~xt-'c1 KO.1 illlihlih(~)(1

tn 1lU~' n AAtcl1Jt<:> I'ad in sCl,.icc w\,1
.PDk, ~ud nIJlk('<l N'), 2 fur li1\<:1i1l,...,,1
Lo ['II ":),"','<1: "" \TP~ pb;.-<:r 0" w,I<,l,,", ....· I

..;;.'l1 ;i\;L,k-..: fIll" UI\; IMLI.-idl\)lJ.

I -. Ii • I r
Jk!ie, !\J,=~.I ...~·.~~;'()tc;tl~li:t'JIu!.c.!JItl fa~

Sol11:€. ror.:a.::~JUScmiro""1~61r.JU.
lJa~COJII5 ~":11~1Ut ~~ ~'*, .r'Ie~~ ..., ~"::?
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Talk/Personality
shh"ti118 Towo..'<1.o;; OldeJ'l\lcn

Mt...l' tIm.... ~·~lrs of .o.rre:ill~- ~1~ 1\\th,
lalk/PcLs('llalll," SllppcJ L'rom 2.J'S

,)f th811<1tl('unl rudi(, Clu:lkllC~ t(, l.f3~.

11)>11 d"di'H' "I'p",m'd lo h,,"d,l
1.\'.:"~/T(llk,illl!()nlHILivn "llll.i()ll~1

whkh inCl1:'::l~-ed t>}. th':! bOUUl:' Ill'-lrglll,
'Th~ 202 T;llkiP~rHonalit:.- stalioll,o;

n~ach~ mOL~ than 10 ,;} millio'l

lk-L{'lll'l'cI (.;H,'h 1~{,,1, who Lum...lIn lv
hClll' nlllny t"p n nti (!l1 f11 a 11 d m'<l)c<-:t~(l

I, K"JI J""-,;on,,111 :,,,.

JI.'k1J eompri....:,J _mm: LhHll 6J% of Lho:.:
.flllilicllcc, ,dlich I~ gm..-lnnlly ,,[lAin,,
<,hler•.•," Ik, ""ITII""illoll orlll(""'(;~-
'u~ from ~oX, to 239l', het\.\~11 SrrillJ!l
200(, >Ill cI 2()('J7-.l lolrg~r nn e-yRI'- shi ft I

than £ln~- other (lema in anyfol1nat.
Ih,tl6;')- segmelll was al;<,) lk· l},h-J­
1':f>h""II,_, 1''''''''' I:-If;" 01"1I1Y 1'('rIf'lll.

AQH Share Trend
Per&lr13 12, Mon-Sun, 6,6.f/-M i~

SP02 -SP03 :s P04 -S P':6 -SPC6 SPC7

1.7% 1,i% 1.$% 1.8% 2,1% 1,3'!'j

Audience C(]m~siti0 Il
~arc&nt of ~ormat ALlJlence by Damoqraphk::

~j01-SUr1, 6.il.~A-~'id -

Listener:: 12+
fl.lon tLn. e.IJ,M Uid

.J}Jie: !\I .. ,!:l/ ...~·.-d.'J~::otc;tms)'JIl.:.!~JIJ:l f~~
$,lifO;; FCx;-; ~,,!eiJ7~~ns an to.·.·. ;JJJf~n. ~'6la come fro.·.·.
,"'I".':":1~;Qs.~.'a.::'i"l h¥..;,I!.'6!E~, Eftn,-'5 :"t'7

F::::adio Tcd3:1 ~~ae. ~dition

t'.()i6rCl .Vl~

·~;)rJllO~crl U
.::Itnrffi

P12-1? P18-:24 F2i-3l ~-4~

21.6"1\:

P45--S4 ~~-E,4

:22 9uA:

F~+ ffi~lI'JH~~

o ,(f~7'11I;iIQn In~.



Talk/Personality

AutliM\;~ Sh~i(l by RBgiM
U% - Nationsl A'lera~

Perwn~ 12+, ~~on tun, ~/JN ~)li::J, AQH Shue

ffi~lI'J~EJ~ ~

o ,(f~7'11I;iIQn In~.

tJe.~ I::: nglan.:

F',gu-es r~present lhe
~a re o'llSten ing t'1af
ihi>; fc; rm<lt attl<l.ct;;
YI~,i nfh",se oen~ U~-,
regIJn"5_

2.2%

MCIl-Fri
~PM-pr',~

:20~.i:

AQH Shars tJ Li~t~ni ...g by D~~part
Persol1E 12+

1.8tm
1,..lon-Gi,jn
OArM,!(:

I , I II I I I I --l
M~n-Fri

-Mr~1-10A~'

At Horn
39.7%

In Cl1r
30.4%

AQH Shareof ListBning by LOG31ti0n
Persone 12-1-. ~lon-3un, 8J1N-Mid

Oher
16%

F::::adio Tcd3:1 ~~ae. ~dition

A BlS ","1l(~el on tim Road.

1"Hll:,iT'f'l"onality\ In-(~Lr p"n:ellt!lll" nt I

Ilsl<.:ni Llg I.~ ~Lxlb -lllghe~ Lof all J~ )nJLul~

fllld ~l\'JW]l\g, £\.-; th~ ,"ast m<lj (J]'itr of th,~ I

(,w",,,,'" lil-L""i,,/? ''''''II r""j Oil 110" I'm,,1
~;L" al home.

I,vh jlc ml]ngf, W~l'C JOV<11 in £lll
",'{·1, Lh~· ,1"yJ"" rl s. >J 11 ern I ">n;, ,1, HI< ,,1
L),,, I1I1ISL, falli,,/? (roil'" :2006 ~I'ik<: I,r
:.lf1',-whi(~h (Im\·" thHt rf':lr'~ r:ltinflls

llltTeas.--hacl to 2. 2Slr, of' !11111~telll n~
alii] do~e lo ib :51'j'ju~ 200!i IILimbeL's.

1":11 k/T'f'rw n;Llit)' "'~L-; !l top j() f:lrl1l:1t

111 1\"", F."~1,,,,,1. .'lI"l liJ "ham "'>1-"

lhe LiiL'fllal's hlp lCL'ILw~', BJ: nULl\.
l),,, P""i(i" 1,,1 alll"fl,oll", I>I"li IIfJ

<.i;;hlh. TlLlkiPCl'tll'IlHlil~' ClljO~CJ.

lallnt-':!-i f-;lu\yll, III ~c·w Fnr-;Illrl(],.

W\1:;1\ :lVLIJL (m\l\\ll\lld lVLrJWllIIW.
'1I"t'W, 1" Srrlng 2007-

TI", F"·J.,I 1\"..ll, n',lln.1"""J.' Talk/
l'f'rI'1'Jn~lit;)~ m')~,t pmliiic rewnn
LLI L\llill.~ .alioll.~,

..tJ'Jie: !\I .. ,!:l/ ...~·.-d.'J~::otc;tms)'J1LO!~JIJ:l fa..



H(J U5 e~cld Irlcome
Pera:m: 18+

Talk/Personality
~trItiOllS\\'h9'5'.;' .Li.st(':n.....L·~
HaH: EAhLc!l.li~m~

AlllllILg nlJio'" LlllJ~l '~<.:I\-l'Llul'Ul...,u

1i;,t~n0r,-;. Tnlk/I-'cr.\,'naljt::, COI\~UmC1~
",1 "h,<l IlI1H'''~ II", I"p !<)ur"(,,ll
('.,-'''''L.... '" l'"r",,,I>lW' "fl,,,l,,,,,,,'''''
who W"I':' coil,,:;;.. ~raJ L1i\h:>~.. c1tt<inJt'1
~II" i'lm(liJilt~] fnom t:nllf'ge ;11111 held
.a Ili~l, ,'I.:hm,l,lil,!l'",a.

1\<"Irk 4-(/1(, oi T ,Llk.... P<'l"S(llU1i tv
Ilsten~r,lln·(1111 lmm;t>hn](ls f'~rIl,nl'l:
875,000 or morl' !1i.'f ."l'ar; lhaL',."

.W';\'ll.J-\)I:.~l Ilf l\l] filmli.l~" ~l'ln;

t1:Iall 9U% lh-cJ ill h(lu.~hold.s
...;(}rnll\~ s~6{O()() fill n'Ol'l....

;LnDLlOlll:,<'; tbt's thlI11-kt.

Education
Peroon~ 18+

"1211
(,moo
4' ok

I-igh
So~ool

Graduat
20,2%

S?rre
Col~

JD.$%

>$75K
45.~°,i;

-<$25K

~.~%

S25~:-S50{

21.0 %:

Ethnic Cump<lsition l­

AQH rersCon8
~ ,:,,1:/ I' :'ST C(:4lh~ "'; '·.:~Ik",,~

llm~ Spent Listening by Dcrnogr.2lphlc
(Houm:Minutes)

MOl·bln,0.A.M-vlid

.J}Jie: !\I .. ,!:l/ ...~·.-d.'J~::otc;tms)'JIl.:.!~JIJ:l f~~
$,lifO;; FCx;-; ~,,!eiJ7~~ns an to.·.·. ;JJJf~n. ~'6la come fro.·.·.
,"'I".':":1~;Qs.~.'a.::'i"l h¥..;,I!.'6!E~, Eftn,-'5 :"t'7

F::::adio Tcd3:1 ~~ae. ~dition

Otler
655%

BI3ck
7.'% HBpanc

7,4%

P12·24 P1S-:34

6:45

P25-54

7:C')

P:J5·S4

"I
7:0C
P12+

.J

ffi~lI'JH~~

o ,(f~7'11I;iIQn In~.



Talk/Personality

147

144

11~

158
165

141

137
130

136

120
1;J6

1;J6

125

000-514.999

so; 0]0 or More

Weather

Local'Ccmmunitv Evant£:
l.i ~len to Rod iJ

NS'NS

Real ~stn..e ListimlS

$2IJ .OOO-s:M .90(j

MO'Jie Li ~tina[:

$S5.000-SM.90(j

Bloa8 ~Ra3d or Conh~utad te·

$25 ,OOO-SZl ,98[j

Inlemet Yelbw PaGes

$15.000-~1O.90(j

Au(;jJOl Site

Tr'3'o'sl Rewl'o'ations
Airline H'3tel, Auto

JobJEmDlo\'ment 8.98101

CQwrIQ~ Mu~ict

Li shsn to AJdic eli:).!l

Pa'l8ills

Finandallnlormmion/Se 1".' beE
G'i1me::ii

Radio Station Si:e

AmQI,IIlt HOU$~hQld Plfln~ to
Payfor New Vehicle ~l(t

12 Momns ~H)

Ways Online Services Used
~nt3~ Days

7

~

$3

-hj

132

132
1;j3

110

123

1'4

104

AI>.1f3V8

Inc D.':'11dcnt

10-19 Hcur.:

Inoopcndc1t. Bu: Fd CbGcr
to D~m~cr<lti~

Never

Lsss th an 1Hour

Inoopo1do1t, Bu: Fd CbGa'
to Reoubl Gell

N.;ver

N.;ver

Alwilvs

Alwavs

ReDublk:ar

one 01 Thesa

Denocmt

-Sometmes

-Sometmes

:!:...a HOJrE

.som?tmes

:20 roufl> or rAore

PolitiC31 P3rt'1 Affiliation

Time Spent on tne Intemet
in Average Week

How Often Usually Vote il1l
~~~I EleotiQrn

How Often Usually Vote il1l
Ph!s identi II EI eoctions

How Often Usually VchJ il1l
Stilltlwi do Elo~ilm~

$9

100

12Q

109

114

1Q~

14%
lX'%

I ..

FDA 140
Satellite Radio Subscript 01 117
Video Game 3vsten 103
Wirel ~s,o\;;'~11 !5e [\'icr; '0 rC'!hp,r
HH r~enbp,r ~

Wirel ~slCell Ser.'ice f8f Self ~

F3mily St3tlJ!;l;.
'.1:lrri eel I Q4%
~kvcr ~h:wicd (Si nole\ 22%
No Child-en in H~u*hQfJ I 00%

At Least One Child in 1H 40%
iw::w \bre Childr"n in HH ~4%

Own 79%
R.ent 1A%
<-!her I :3%

-Own or Rent Residence

I'olltleully !·I.-.t1vute.d,
T""''''ld-R''H<I~

Talk/Pl;looJlul11~' JI~lcJlCl~-; 1,·tTC tlUlOJlg

the mo~ t active \utcrs ill f'1'~~jdCll ti'll
·d('l~ j" 11-".. Tl "". '''' '" n" 'I' i """1.-",1. .
~1I,11"(', ,,,,h,,il1!> t\".. :2 "''''''''l> ..11
tol1illlt:Ofor ~p'mJin~20 or IDOI<- ho U1'E:

p~r w.~k ~lIIf;ng th~ w"h.. They alsn
iLHlncLl t\llLil'l~ UlC lc!KIc.·., mld Lar
.al~j\c a~'cl1:l!;C i..J I'iSjLill~ rai..li(f sl1lli,jJl
.~ it~~, c:h ('Ckl np, -ell! ,).stofc; allction!',
Iln.~]r1CI~J l1nl'~, Ycl'(l\'" P.~]t;.;,~!-=.... '~)cH.l

..( !....{~ Ill;; ~trll1 nc\... ·~_ TllL} 'l.o4rC n.~ .~J Ill< H~f. III ~.. I

Illtl~t 1ik~I;'o" to b'J)" a new C:l rill th ~ 11 ~rt

12 month.•;]n Illill-to-lll!l;h pl'lt>e )Xli 11Th.

I -. Ii • I r
Jk!ie, !\J,=~.I ...~·.~~;'()tc;tl~li:t'JIu!.c.!JItl f~~

Sol11:€. ror.:a.::~JUScmiro""1~61r.JU.
lJa~COJII5 ~":11~1Ut ~~ ~'*, .r'Ie~~ ..., ~"::?

r::ladio Tcda:I ~~ae. ~dition o ,(f~7'11I;iIQn In~.



Additional Noteworthy Formats
"":':-w f.:~l:)· ...-i Llt: }~l";(~~; ?r:;•.-:,J,~ ;m ('. -C r> -;C 1-'- of ~;r. ;~ d.:"jtc n, lll:orrr.;r:~.:

• i'Jblllll Oriented Roc!, (AOR)
• ,\.~l \11t Hit:::
• (h~;lk~i'.l

• Adh'e Ruck
• Ncw.1,C/Smooth Jar.;-
• 1-)p'lLli.~h Contcmporury

.!IIII!I".!IIIIII!I~.~IIII!~~."••••• a L;i% antl 2.1% ;;llUL't, uf L'J.llb li~1cnlng nlltbj)all~:;
mlk-cti'icly, the 9(l8 ~1<ltions i11 tbc9:~ fOl'nUlts ,lCconntcd fol' 11.3% of mdlo 1Isknillg.

Whik: Radill ·J)ldfl.Y ':-'~L~;':~', Of, lk ptiU1'lty t:"k: [7-mn'll:J, Lll: :'ii;f ilb,_til fcf,OlC) '.'I:IIC ,~ncliQI' :.:pL~':i r~': t:lI1r1il::l
imlla~1: of these SL>; fuL'ffiClts \\,muntCt.l their inclusion in thlli l't'rJ11.

~+---,-llIlftM .~201 rh::'1"111 L);h li:::tclIcl' ~:K r".-1o.--.:-1,-,1' {'<;~ y(Yu~1 ti nd :nl~h -;.t·t h:-: :-lamf'.- n.-"1Jl~ ll:tormntlr,n <1Il ....~l.lt'
ICld, t.JLS:,~ ~ wJi~_'I.\',"~' ~1lI ~ll(':;LL~ ~JI:L: jJC i-t:.t.n, ::.thnic h.ill·...:t:~, tunt'- q: m: li,.:t;:,.li[].';, ,~11' ~,:,,~ ic'a un j het.! c:{'~}1J ~

mC"Offic., as shown ",,-lth the. prlnmr;<- -formats.

F::::adio Tcd.3:1 ~~ae. ~dition o ,(f~7'11I;iIQn In~.



Album Oriented Rock (AOR)

MJr

h:linl>.aH
Ccroo~iol' =:..

.c:llfCITtE

P[[-~4

2,1%

::l'[~:4

2,1%

:.}J-':~

:28.7%

AQH Share of Lis:oning by Darpart
Per6Cn~ 12+

P:![-j~

:2.4%

Alidiena;e C~mpo5ition
Parcen! of ~erlYlstAudlan~ by De mogrsp 110

I\IOn·SLn,6,IJ,M·l,lid

~ (!..~~~ 2·'7

~aCK I-isp"d~
:2,2% $,2%

AQH Share Trend
Persons 12+ Mon-Sun, 6':!,~/-Mi8

Elhnic Composition!
AQH Per:;Ofl~

.. ';,r i' in [:ST·:>fllr:l~ ":Jr~"'~

-SP02 -SP03 -S P04 -SPOS -SPC6 SPO?

~,8% 2.4% ~,2% 2,0% ~.O% 2.1'l'~

Otwr
W,6%

Stl'OJlB Jlo Ll~e.hold.
1IIt:mm:· G1"11 WUl

"'lhlJlII 'O,·iI.'lllw R\I\;k f'.1.1IIUW '.am\:1L1
11 it~ l~' both newel' and c,:,tlb1L~llc(l
1<,.,]; " ... i,I,.' T1dIJ11ill~""-L,,,," ad.-<
"h"~,,, 1,1,1,·,- IImL",-",l 1'1"),,.1 ""
cl:.:;~k'RrJd..:::lnlir)Il.:'•

.AOR':; 174 ~L;lLir.H1~ ~L'L'\(':c::. 12.7milliuJl
1i»l"",,,., ,,<,,1,1;"I""""n2.1~'; "I' all
I~i(li() 1i.~tellin~, IIp fmm 2.0% in

:<;1,ri"1> 2006."'_ ".Iill!>' M"" "I' i"
all Ja~"!JaIL~, indLlUiLl! IllOLuin~o.

"ht:n: ,L pt:rlmILll'd bc.~L.

A1111U~L 75% 'JfAOR'", ~luJi':m'l" w&:o

Lll'.:lL-llLILJ-rmlsl ,Jf.:;l.IlI~.nLl",b, "'lol\.:

l1<llllwlf W(TC 25-'14· AOR'd- 25-4'-1,
,'1.1-4'1 ulld UL-'\oL'k ULidk'I11);:
-(OIlIP,)!-:ILlon.-'~ Wi.:rr ~I'HHIK Ihe hiv;h('.,,-:I
"J!'llll rrml1\\l~, .1.0R Wll~\Wl'.'.l·" y....J\'
(I\Jcr lhaLl Ad;\·l' Ro'.:k :mel AlltTlLuIL\'';
li,:,tcncm, hnt ~'OUlltCl' than cln~~k

R\d)~ iitIJI~Ll~"'.

"OR L1\ILk~\l ;;<,'\o,;lllh ilL Lhl.: MiJ(ll...,
.-\tl.o.n:icl'\'~i()n and 10th in :.JC'w

EIl~laJld aLlu \~."l'.~l [\orlh C~rllral.

Tll\; ~t:~LJl~lll 'lfAOR Ji.~I:":lJcro lLl
h011.;;ch,)ld.> cnm]:1,g $7S,OUO

'><11 "'J,.l1.\· "1'1111,,,,d r;,;", JOv,; I" .)~%
_~in"c ';l,ri11!'l:.!oo6 1l17%jnmp tnp~

"';It nlllurrLw.Lo,

Jk!ie, !\J,=~.I ...~·.~~;'()tc;tl~li:t'JIu!.c.!JItl f~~

Soan:e. ror::a.::~JUSaniro""1~61r.JU.!tilflcom€,%""1
.uo:(l':':"l~P~s.~.8i.::xJ.:I1 r:~..-~.I!IS~~, {f».~~ ~{.

r::ladio Teds:, ~~ae. ~dition o ,(f~7'11I;iIQn In~.



Adult Hits

SP05 -SPCE SP07

i,~% 1,9% 2.0%

AQH Share Trend
Persons 12+ Mon-Sun, 6,1!,~/-Mi8

~:'1inl,'IQH

C~dl:;n-i:­

.c:llfcnt£

2,4% 2,2%.

AQH Share of Lis:oning by Darpart
Per6Cn~ 12+

~O,C%

Alidiena;e C~mpo5ition
Parcen! of ~erlYls!Audlan~ by De mogrsp 110

I\lon-bLn,6,IJ,M·l,lid

~ispanb

115%

Blaok
V%

Elhnic Composition!
AQH Per:;Of1~

.. ';,r i' in [:ST·'>fllr:l~ ":Jr~"'~

Olh€r
oom~

Sin(-e its di:'hLlt ill 2°04, Adult Hit;.
pupularl,l- kILCJ>\-n lL~ the ".'ai..l'j
format (or h;i ..,tllcr l1fllllCf•.), w:as 11 COll,'

-<Ill 172 >iL"li'lll~ (III' fro", Itt ill 2(]o6

1"""11' 1I1} 11101"" II,al" 14-:;; III III io II

lht~llerB peL' "'l:":'k, Ttl:' tOrJ1k\t

-i.\llmctd 2,0% oi IJI<,; lli.1ll01ll,1l raJil)
auJicnll;;. u? fmm 1.9% jn S!JrllJl;(
Ol.Q';J{i,

-rhe ..\t-\'i....·k '''OI'khOI'llC'

..\, l111t HIt>;' !l LI (11 ..ncl:' ~\'ii~ 53% 1\01 l:'n ....

4!?t; WOHLCIl. R(Ju~hlv 11!11C \I.-cre

b~'lweeJ] 25-44 )"UUOi ; lltl; !HI ullJer

half W.:-r<: h.'tI.''CCll ;)6 5+ Adul11llts
,·cHI~lcn:"2;llln !c'p r:·11I r_:1s 11. Ih~·

Moulltaill region, T<1Il1.1ng eli'lhtlJ.
More th'lD 40% olits lIs~nill]!;

..icrllnccl at Wf!l'l-me!::,! cf all
ll)rnmL-r-tlILtl llllJ lla~-.~ alll aI'\.(' fl L(J( lLl.~

\wm \'-~e" il.' mllllW, "L'IC h:glH">L.
Time Sr'0.TI t 1iSte\l1 inf;; d"wn
:l1cr<'lIlL'"I"l1y ",-<:calll'rom 2006 In
2007, in (""';lM~1anH111J.; 12-~S.

Mllrc lbulL 70\ll.; ol'AJulL Hili llslcncr.~

alll'IH1cll 01- !lr:nlualc,1 from c"llcW'-
Tw ,-t}'il~ls1i Vell ill}, ()lJ~h Cll.Ls "',Lrni n f? I

8fjO.000 llr UWR' afiLlual1v. uuulLcmh­
40'_\; <.11'0 Ln thc $75,uoo I ::aro~or\'. '. . ,

~ 2·'7 :I'~~~ ~;~ P!j..L~ NG-04 P..I'-~4 'tCr+-

Jk!ie, !\J,=~.I ...~·.~~;'()tc;tl~li:t'JIu!.c.!JItl fa~

Soan:e. ror::a.::~JUSaniro""1~61r.JU.!tilflcom€,%""1
.uo:(l':':"l~P~s.~.8i.::xJ.:I1 r:~..-~.I!IS~~, {f».~~ ~{.
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AQH Share of Lis:oning by Darpart
Per6Cn~ 12+

Classical
.Ra<1io',!, "'Snuu't" <.11')10:""
"Tl:Jere were 27,1 Cla;;,.;;ca] ,tatiml.'
III Am'.:rlca, \'Illh lbt; ru,;)~l being
In clllif'),'TII~, ohi"." r.,.,imH."",)t~

"'u ,,1 P"" ns,dv'lI1'a. c]",;.si "a1"1'1,,,,,1,,,1
1.0 Ll,2 mLlli\!Ll lisl~'II\;L~ cnd! ',c\;k
~w,l m......,\u.Ll\...1f~ll" 2,Q% ~lf llll m,ll...
lii;ten lllg, cl ()WIl Slightl,Y fmlll 2.1 % in
Sl,riLI':;: :wo6, RUlJn~s '\(;1"-' hi~hcslaL
lli.:;:11l, whcll llK' LOITLlal oLJL!Jcrful'IlIl'd
I:s I:.! 1 m'~mw).

AQH Share Trend
Persons 12+ Mon-Sun, 6,1!,~/-Mi8

-$P02 -SPO~ -SP04 -SPO~ -SP.;G $P07
23% 23% 22% :21% 21% :H%

Elhnic Composition!
AQH Per:;Ofl~

.. ';,r i' ill [:ST·'>fllr:l~ ":Jr~"'~

2,$*
M?n·8~n

I(;lAr,,H\'lk;

I .. ~ I' 'I" ~,I I .. _.1 'I" ~.I .---l

Clussk:al kUIli.."] .'l"·'lnb \VilllLCII.

M'}J\; lIwu 6;;% <.>L it", UlILlk'llU' WH~

,5.') (,I' ,.)lrkr the' hlghe'~t l':oCl'1X'nt~g('

-<If,., "." r",,,,,.. 1-,. ",] Ll,,, "",w, I ,,..,,k,,el
Ko, 5 H'lth atlLl1t~ 65+. V,"hlle time'
,~pflnt 1istt-'nin!'\ l't-'nlall1t-'d .st?ad~'ll1

.flll <1dlllt :'I~mo.~, cb",:lml wlrkne'r1 it.~

lcmJ (Ill all t', -null,.; In lLs PCR'UI La~'

<i1"I.·h,,,n,, l:,'ho":Ilg. "",I ,,,,,,,,:n,,,1
low~'01 (.)1' <1t-W')lk nwo:-in.

clussJ.:al :l.'lt;LlCrs 'K...d", r'ar mJlll\
"lOsl ",,11·, 'll"".,L,,,l, ,vi 11, 6~% 1",1;] ill 10
dl'!~'CL'd ~ud 88% ha, ill,t.; llll(;LlJ~ ...L
~"l1"fi'" Th,,)' "IIlk,,] :>], '.0 '" lh,·
1'1'0 pmtic ,11 of 1i ,;tt'ner~ ill h(lUst'hnl, 1.~
<.:lll"lllllj;!: S75,OOO 01' JUOlC<llJII lI;;l1\)'.

Oiher
00,7%

~ack.

=3,3% HIgpank:
16,0%

I\l!'k"ld J.L.-l
CCIDdJcof'! 1:.

dlfcfltID.

Alidiena;e C~mpo5ition
Parcen! of ~erlYlstAudlan~ by Demogrsp 110

I\lon·SLn,6,IJ,M·l,lid
~2.3C'%

.J}Jie: !\I .. ,!:l/ ...~·.-d.'J~::otc;tms)'JIl.:.!~JIJ:l f~~
$,lifO;; FCx;-; ~,,!eiJ7~~ns an to.·.·. ;JJJf~n. ~'6la come fro.·.·.
,"'I".':":1~;Qs.~.'a.::'i"l h¥..;,I!.'6!E~, Eftn,-'5 :"t'7

r::ladio Tcd3:1 ~~ae. ~dition
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Active Rock
AQH Share of Lis:oning by Darpart

Per6Cn~ 12+
1.0~

M?n-8~n

"3Ar,,HI'lk;

~

'tG+-

~j.!l:m! AfJ I
(olllooi:m t:r

~II-=:'nat.

:2,10/;

P..I'-~4

2,0%

NG-04

1.8%

P!j..L~~;~

:30.4%

1.~%

Alidiena;e C~mpo5ition
Parcen! of ~erlYlstAudlan~ by De mogrsp 110

I\lon·SLn,6.IJ,M·l,lid

:I'~~~~ 2·'7

~aCK ~ ispanb
:2.4% 95%

AQH Share Trend
Persons 12+ Mon-Sun, 6,1!.~/-Mi8

Elhnic Composition!
AQH Per:;Of1~

.. :;,r i' in [:ST':>fllr:l~ ":Jr~"'~

-otwr
oo,~

-SP02 -SP03 -S P04 BP05 -GpeG SP07

B% 1.9% ~.O% 2.i% 1.9% 1.'J%

A Jlav(wjt~ Amoll8 Men

"Featnrlng mntt>m rnnu'y l'Ild: lwtl.'t",
Adln; R'Jc!, mi, hrouJo.;a.'L b~· 149
_~Intkm~, rcachiul; 11.6 mHI ion
oUiUMIILIn, L<J.ch wl.x:k. The r(iIHl~L hdJ
.'-:I('~~d ....~)I =-' 1.r,'i''I:~ !-=Jnl re of ~Jl111!-i1(,111rtK
b~\'~~n SPi{·I1.-~ 2000 and 2007.

I\""rl)" Llun'-li"" rle", "r A"li,·"
R<:,:lliHI"""",, wm": Me"," ],il'i],<><
pm pnltion th;l n :.1'r nth t>r TIll Isi(:
format. More than JO% of the ,~udi':'nce I

'\liS1idw'.:c II 2;'l-:H "eurs ulll. LlK'

Ili~}I~~L lllnLAJ; L;uli;m ill Lhlii Il.'ru,)

..1(nil L':nrs1kh Iangllnt;cf01'mnt""
1'10]\; l~Ui 63% td AdiVt· Rt'cl
liio;tell t>I',., '\'t'I"t' 1111 cl t>I' J.s )·t>a no; ol<l.

M(Jl"C L11l.111 4o~.; dAdi,'.: ReiCk
11~Lerlll1~ I')l)'k pl.-u.x.: IIl-l:... r-~ i'lh-
ILMl \1( ~Il (WllllLI~, B'Akr Ilma
half Cl{ i rio> 1i.4~ 11 ~rs att':'n.I~1<:( ~n':'flt>

..w CfLl1le,) a c14'iOl';:'o,', Olld mol'<' til flU

56% h"Cll i,l bUJscI,olJ, L:l.Lrnllll(:
!'i:;;o,oooc;.. rIOO'" ',11 IIll,,,ll.\· ,

Active R:Jck mnkcd ,,,ixth hi~he.st ill
Lime "jJt'J1lliHL<:J,iLl~ ;:U"lOJ1~ 12-24-~

.a. III 18-;:H~' TIl c \h:oL:-r0l" Lll Ccnlllll

'\a~ LIIL' ;lr'Jllr-;c"l L'(;~l')n j~x Adi~·<;

Tlo-::k, wll el"t> it r.mk~(1~ ~lltll.

Jk!ie, !\J,=~.I ...~·.~~;'()tc;tl~li:t'JIu!.c.!JItl f~~

Soan:e. ror::a.::~JUSaniro""1~61r.JU.!tilflcom€,%""1
.uo:(l':':"l~P~s.~.8i.::xJ.:I1 r:~..-~.I!IS~~, {f».~~ ~{.

F::::adio Tcd.3:1 ~~ae. ~dition o ,(f~7'11I;iIQn In~.



New AC/Smooth Jazz
AQH Share of Lis:oning by Darpart

Per6Cn~ 12+

'tG+-

~Jaiorcl ~~H

l;<:1' ,)(diul '_...
al forrm.

H%

P..I'-~4

1,e%

NG-04

165%

P!j..L~

1.~%

~;~

Alidiena;e C~mpo5ition
Parcen! of ~erlYlstAudlan~ by De mogrsp 110

I\IOn·SLn,6.IJ,M·l,lid

1,$%

I'"on-Fri
'l3Ar,01-10M

:I'~~~~ 2·'7

Bla~k
J'?,3%

Hispanr:
nO'%

Otm
497%

AQH Share Trend
Persons 12+ Mon-Sun, 6,L!.~/-Mi8

Elhnic Composition!
AQH Per:;Ofl~

.. ';,r i' ill [:ST·:>fllr:l~ ":Jr~"'~

-SP02 -SP03 -S P04 BP05 -GpeG SP07

B% 2.0% iNA. 1.8% 1.8% 1,~

<"om; lstcnt Appenl

WlLh older Aduh.'i

Stn mfi~st 111 th f-' "Pm:1n<: 1'ef\1 on.

"1t11lW' wel~ highe;<;t 111 l11i, ld a;:1' "11 d
<)....cnJll~" n mllq\1l.' h:'l\(lrtlktcnill(;.
pallcm. Ncw Acis In (loll I ,) tl,:~. l'I1J'l}ul

Lh(, "',..,,, Ill-hlgh"",1 11nl<' "!",,,I

fuleLlu~~ ')1 HIl iOnlwl".

[\caIl~' 74-% of N~\~ AC,....SrLl(~)lb .lIlY.!:
11;-;Lel~~:I'-: l~~"d t:1 ~l1("Ht.: e);(K:n(:IH:(' ~)I'

~L \lq;n'(; lu1h-bc:;1 of ~lll f()rJilll(.:,.

Bett':!r tllilll :;j3% Ii"",l ill htlllC·dl'....l<18

t'~ll"llillh ~.]G,OGO (,I" nHn"l' alllllJ~l11~·_

Almosl LO Lllml'lllll~ll'II(:r.; CII}O,"CJ

t\c'w AC/Smo"th'~ .!an's .<0pbisticatcd

l)l<,:ud \,l' \'...:d'i llLl'.l ill~\nwl~' ull\b lh~\l

,'{pl'",l,llo ],,,Ih j"", "rill pol' f",,~. 1"
th~ tlll':lt' SP~L:1",ltlDg,; ptll{ulh {!"Olll.

~00:5 th mn Il;h ~OOi, the fOl'nl;l t';~ 72

.~ U\ Lio'l,~ (;l.illlbim;d Lo '-ll':Jl\; ~I ,;Lt'alh"

1.8% shuH.' Ilf all nuli,) li.,Lt;lliIlJI'

l\<,w ;\( ....Snlooth .Ta~.i. l',;tt>nel'.<; 1e:llH·(l
.~::l% \hHUt'rL/47% Mell, !UlU Wi..'I"J.::

pIIIU!lLll~· allcasl4.') )it'ar,; \Jlll, makiui;!:
lip 7:~% (Jf Illll1~h'lH:l's. "'h(' format'!.

.5.)+ "'I1 '11 ""L !'ilt'" I'rolTl :}:Iv,; 10 4:;;%
""llK'e C'QO~, and Afrlc:m -AllleLit·l1L1.~

~Ln (1 Hl:->l'" nI('~ t:(, In prlst-d halfofall
listener:;,

Jk!ie, !\J'=~.I ...~·.~~;'()tc;tl~li:t'JIu!.c.!JItl f~~

Soan:e. ror::a.::~JUSaniro ....1~61r.JU.!tilflcom€.% ....1

'UO:(l':':"l~P~s.~.8i.::xJ.:I1 r:~..-~.I!IS~~, {f».~~ ~{.
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Spanish Contemporary
AQH Share of Lis:oning by Darpart

Per6Cn~ 12+

A Re.glollll.I"I·sL POWCJ'!tOliSC

"T1~ 1:2(, Sp'llllsh Contt'll1pomn,..
0; l'lli0Jlli in AllleiiUl -,;ulllribulcJ l.~%

~1f [Ill mil il) ][slc:n in g ooch "=k. scrl'lll ('. I

IIHH" 1)"", 7 lI1il1i'"'I""I,lt~ ",osl ,,[

"l,n'll ".",." H'SI"] ",,... ~"al'l/ 10>111 ,II"
1.1<';';1,: I.>f'.lll\bl.:.'ln>; w<.:rdrJ WlJ III lhr'x
-,"'hires, Calltl:'n11a aJH1 Texas (:21 ~(.;h),

.aIOllJ!: wilh FI,'riJ21 (J J), Spall ish
C{)IllcllllJOl'llry', hi~hcA mLiLJp ,'·[;n.'
in tl1,~ "Ild{he reg' r,11, ,,,h ~1'(, th" fnrnlnt
lllJlkLllliLllh,

AQH Share Trend
Persons 12+ Mon-Sun, 6,1!.~/-Mi8

-SP02 -SP03 -S P04 -SP05 -SPC6 SP07

1.7 1.e% 1.6% 1.9% 1.9% 1,SJK,

Elhnic Composition!
AQH Per:;Of1~

.. ';,r i' in [:ST">f1lr:l~ ":Jr~"'~

1.5% 1.5% 1.4% 1,7%

~J8bn(l Ito. I
CaYOO£ltt:·l

-':lr 311'DlTilG.

268%:

Alidiena;e C~mpo5ition
Parcen! of ~erlYlstAudlan~ by De mo.grsp 110

I\IOn·SLn,6.IJ,M·l,lid

Hl3panic
$4,)%

OtJer 8kld\
5% 05%

TI", f"rm,,1 Lall,~1 ;;i:J"'; \VI"""1l;'4
'
'l;;

r"l"n, rtll~ At hom(' listCl1il1~ ').)Dlpr1.<c<:I
IIcarl} 1,,,11' n[ Sp'"11sh Cmlle"'I"""'')'
tulle-lll. M(~s1.)fth~auJ'ence (8i"')
"as lJllllt>T ,J.{; )<''IT.~ !tIel, thoul(h thos"
4:5 1\~:> from '"!));; to :)(1'.(, ,inc,' :.lOO,S·

"Tll1l~ Sf't'lit Hstt'llin;.; \\',lS stmn~: it
"inh·tl fnulth-h iHht'~t nWTilll. aIHI
wa<, fils,) fnurtll mn0n~ 1:l ~4~, 11:: :14',
2,'i-S4s 11lll12S-64--";, Tllc pcrC(;nlul;[;

{It' Sf''' rI"ll ('lilli' "'!'''I'}' r~"ll"len"rs
\~ilh ~ lll.l.;h ~:hrJ01 UJj>ILJilW illlprrJ"c,l
II'Ulll 69% If} 72 %bd\~<.;(;n 2006 Hu,l
200i. ~llld (;0'),'. r~TCt>llt ofth., ml(lienc~
1'\·c(l inlloul;(:hllJJ" l<ll'llLIl~ $ 2!j.. 000
.n 'Fc~m~ 01' mCirc..,

~ 2·'7 :I'~~~ ~;~ P!j..L~ NG-04 P..I'-~4 'tCr+-

Jk!ie, !\J,=~.I ...~·.~~;'()tc;tl~li:t'JIu!.c.!JItl fa~

Soan:e. ror::a.::~JUSaniro""1~61r.JU.!tilflcom€,%""1
.uo:(l':':"l~P~s.~.8i.::xJ.:I1 r:~..-~.I!IS~~, {f».~~ ~(.
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National Radio Listening Trends
This strtion dft1lils ranlo listf'J:inglMttE'rns on fm h:mr-b;'-hour basi.~ and i1fiY1rrling to listfming location.
~'o1l11 Sf'R. thilt radio r~ar.he$ vast S?[tnf!lltS ofthe Amerlc,111 publiC; regmcUf'R'i. dtheir rI[e or genner,
location oflb1cllin~ ot' time of Ja».
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Radio Reaches All Ages

flow lQ Reid;
TOO"t=lllgllrtl5 r6rrasHt 'W~8k'y (lima r<lurgs· Fl" ':I):arnpll;!, sl~hI'~· IItXt:l th~n

2% Qf 1~ 24 Womer i1 tho:)~. tun'] h ~.:: 111: r:di~ ut.ICI~..I :onCo'J dLlr n~ ~"l .\tQr-:l~~

"\I./(c-l<, 'Dt"'O:-l tre I1'JU"~ of5l·l~ Midni;ht M:ncl~y houg'l1 ~Lrd~{ The bl.JC ~rCOl

b.]~I'~rotrd rcp-::.cnh the ~','crilgc .~! J I i'~criG:ln~, .~lle:Jd 1:: ),[-Q" Dill, \1'1'110 1.:rtcfI
10 the rc d ~ at I~ ast :J nee lilrl'9 t 1 e "",~k. )'{lU can th~ n HI6 h~~'l raiJl<l "ea ~h"'6

'-larbJs ;:i~n!)grapnlc "3'O.J:)S ~'Jn"::,ar-ed 'k, :"16 natloral J.·...erage .

Weekl~ Cume RQting-I 'bCf,(; fi gIl t'0~ lct>tlf,.· to roJ ~O\
"'" ".J 1'1,.,h1" :..1,; Ii I>' I" "II ",d 1,»1<,,,c,'''''
111 '~"l~I}' Ll.:rlH)w~phle nrl IIJ p~ HrI,l
R'ldi()'f- ('lUllE:' r-.ltin~ LE- b<!\m
(Hm,isrentl~' stmnf t~)l' tll", (1~(~ld~

bdwcen Sl)riIl~ -997 aLlJ. ,W07.

.d...,;:IiLILli g le~~ Iba n ::l Ai, tlnd j II"L

0,1% in the thl'~ year,:; from
~pl'in" :.!.[)05 to :.too,_

ALlllHl~ :\-kll. m:tlrl~'un or Llll' Ju.liJLC

<lccllnwl amrlllt '1'(>.'11 hoy.s f\l1d 18 ~4

Men, "il}1 "hCLlllhcuocllnc \\·u~ 6%
""Cl' lh,' IO-)'C'''' SJ"·H'. M"Hm,hik,
mdict's r"mt> '~Ltin17 ;lmnll~ Mtm 2:;;-.34,
;)5-4+, 4;:;-54 .ma 55-4 ;n('re:l~

LLI SprLII~ 2007 IoU lhcir k~IIIlIILlhcl· •.,::
ill LI.n·L~ (t!. rr1,ur ~''"'al'~'"''

Anwl1~ \\.'0mcn, the ero~i<)n was lcs~.

"ill. Lbc Cumc mllLlg tlJJL,mg TCCLl

t;irls ,mil 'v\'OIn"" IS-24 ,1".". (tilly
4'}r, dllTil1i7 th(' t:lo:'~l(h" lind 2',\; mnOllf>

\I/",,,,,n 2.5-:14. Thc (urn" n)l: nf; ,,:1h
1'-nllltlll ~1.5-44 """,11-> its 'lif;},~st sinc"
Srlill."> 200+, ;L1HJ I~;l(:h ,llllonil;
Womrm if hf\~rc111f\in('r1

\·irl.l!lll~· L1Ilch::l.llJ!:w "lr ,~'ClU-';,

.$\..a.Jte: 1.-I8x..~I,1~~ ;OtiS r.a.b:Jtll.~I!~:a:JI:III')a, ~~,

Si',j,p.~~~ .'':'n·).', ~ ~I<.Il.~

')3,5

P"2-1i

.Mel
D Women

Pi 3-24

<,)L,6 ".!S.~

:'12e-3L

'95.2 ",)6:

="35-¥

'9~: '95.2

P~-fi4

~.O) ")3,2

p.j:,..fi,:! :"Jt:5+

'9:2.7
P12+

rur.ii: ))JE.]~
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Radio Reaches All Ages
Tile m)-l'lo.~ or tnday'. 01ltcl1o.lnmcnt
.am] ;"forr"",L;,," "l'liill'~'-'" "'" MP.'J
pl~)"('r.-:~ 1,( 5Ln~aI111n~ Vldc-4 I~ ~HJ(l1c.,.

"lbl~ PIf)!?~ullming, sat(;'llit<':' ()m.nn!¥,.
,·illeo WLll1(;,~, t~leyisioLl, D\'Ds: mobile:
.<J.IIJ ulm..:-ha\·c l"JHlIIIc;;,;(.'d LinK"

.'pGIJL wiLl. a \'arld,~ u[ meJia, tllL,l
mJi,) i.~ n0 cXl'Cptiml.

Ill(~ llu:linl' u[ liru~ spl:1l11i~l1;niILf Iltls

been hi~hl:.'l alll' HI ~ TCX;IL I~ '~''; iHLd
~.k1118 2+ with 1if..t0.11 in; thlC'd,;wn

19%),"""""" Spr'''g 199;,',,1<1 ::W(J;,
"hil" TSL "'''''''fi T,,,,, ni ris an,]
li\"()ll1tm 18-2+ Wil.' behf<'eLl 2;"j<'l(, and
24%, i\ Illon f'; \or~ 11 ill 1(;',.a.-;I 2:5 )~;l rs old"
the l'lu:;lull "~l" h.'L I\·l\.'ll 7% Hud 1691::,
"\'11e ,,,,,oIlH \V""',," ~,5+; TSl ..,l'pF'"1
bl'twc,'l1 H)'.I', Oll1d I')'),; dminl? tllflt

.J..-..:alk

Tl",,,!>h m·".."l1TS1, (,,1130 TI'" Ilk,s 1'''''
m",k h"r"-:>'11 Spri nh :!()() 6 and ;L(}07,
Lhe eli 1;-;;1111 ~!-" (ml}: 75 1I.:IlLJI,~1.j per .....·{:i.~k

.~lllc~ "rrinf; 2002. COIl,-almers ,~til1

lu ILl,: IJ I l(1 \!H\; 'lI LlHlI\; ri.l~l I\! ~ llllj~)JL~

m(,]'C thllll :..'.6 hoUl'." l)cr dlJ.;" ]RS
l,o.lLl> llcL' I'·u.'k .

.$\..a.Jte: 1.-I8x..~I,1~~ ;OtiS r.a.b:Jtll.~I!~:a:JI:III')a, ~~,

Si:,j,p.~~~ .'J!n·).' , ~ ~I<.Il.~

r::ladio Tcd03:1 ~~ae. ~dition

PC-'17

• Men
D Women

P1 E~2L

Time SPlint Lidening
Hcurs:MIlutes per Weak.

21:0 21 :'YJ
_',~·-:l{l

..~, ....,/--
1&:4;:

l
1e:30
P12+

J-
PiS- 2.4 P~.s,44 P:I5-~A j5:-BL :~5+

o ,(f~7'11I;iIQn In~.



AQHRating
(PersonsUsingRadio)



Where People Listen' Weekdays
Weekdaj Ltsten ing, AQH Ratin.g

Pe-cent:lf Perwns U~ng Radio
M01-Fi, 5Ar.~-4AM

• ~ro~{)r1bn 01 Lisl9ning A',,'a~'1iCf(J -Ole

[] Proporb ofLismhg Al-lcrra

4 '5
.HI

3.
.::~, ~ ,j E i e, ~I "10 I' 12 f

p~ Mid
~

.::8 90 11 12 1
~oo-

. E
NJ

Ii)

5

10

15

25

~o

:20

l!l'(n"tl 7AIvl t" 71-'M wCClhhys, nHJl'C

r:'lLlio li.,-:I('ui n~ I()(;.k pl~f..(:i: ~n"'~:'l~n:HH

l~olTl(:: a(~:l)mp:'J II} i11.l-) l;:-:I{:n(~n..:~ 111 lh(:

-tar, at ~'~)L-k cw s()m~ other location.
TI.:ld io's ,llhanIHflC' H,,~ Iu.-( Ill-Ill ~-h')
llH.:JiUJLL \HI.'l iLs ah,l'l,~' 10 n:;,jdl pmll1c
,~hen'H;r Lhey wel'e, "hid, was
partioubl'\Y mluo.bk t,) a,lvol'tiseJ'S
."d:'nl( 10 tlriv<: 11'>")"" 10 hll,l"o-,..
11 K::-Jlll Ull-> durinr.; Ille Ja~'llrIH~11l1l11'L~_

O~'im;l11, m()l~ than {;3% <,£ w<,,:,hbr
1ls1<'nillg (r.:( 11 rl't'c1')lJt-ot-hom~; that
Li~u[""(; jleal.lJl al 74% ill lbe 2P\1 hliur.

Tllllillp; \,'et'bb~·:<;hetWt'C'll Sr,in~ 200(;

~Ln<1 2()()7. m,Hy-fl'< lm ..h(1111~'.s •pi a..wl'­

110LlL' ralings t'/lseLl ,;ligb Ll," f"'LJl
7M11() 7P:'.l, \'o.·lllk: ~lL-hl)ll.L<": ,kdillc,l
m('ll()f,tl~- fnl' ,"j]l}inp.l'K'l'k:.-J~ ill all

..d':-J}"parl!-:. H()\.h~ .... (:r, I~Hl;,)I!-:- ~{u~lrl~~I'­

hmw mtlllj1;s iJ1(:I'C'a~d hrlth at homC'

;LnLl parti Cillol rlr a\",ly fl~ llil hom C' i n
m(,'" (J\'(:l'1l il;-ht hnm',q, ti,-illg iLWEI;',

lWlll-hvillC'; ;hllJ't' 114% III 6% l...A);1

~lurill!'ll},al 11"'''_ A":-ly-fmm-h,,,,,,·
]j"tCll in fi i11::l(, flI"CW from 5:\:\11 to

'7AM-I";I":},,,,* H 1-1""",,\ I>ll;IIIY'­
OIIl~n,,;sC'_ til" hOlJr-hr-hollr mlio

''''.S vjrLualJ~· lILJdHlllged hehK'CJJ
~ 00:;';: nn d ~~K) f. .

.$\..a.Jte: 1.-I8x..~I,1~~ ;OtiS r.a.b:Jtll.~I!~:a:JI:III')a, ~~,

SJ:~ 1I2\.~~ .',i",,.irl, ~":"4.: J..\~.

HowlQResd:
Tfl:: ~ ClP~(';' c1 ~~I ~ pqc end II',; 1.:::o~ hd~a:r;,' h~"" Ibt:ri n:~ loo~t ~ 1 -HI:, ~ u~ roj b i::-,:: 1 ,.~ :JJtTl ~

tllC ~QJr~ ri ~ ~~~b;:r \v~';,ft:J':Jt J1C w~\~rJ .j,~; r~ ~I<'Jmbo ~ir~ -ro'K h~"i ~n I.,b ~1l.1;h,

dbLt 21 c.~ 1)1 t~ c..12 I P,,}L loti,)- t: :·:;·)·X to l·~ -,:}j Ij f~ LIt hl& five rfinJir.::c... Of tho~r~ \.~t· ~ h::~

liz:tonod, more th:n fwo fhilc; W8re Ii oion ing [JI.',':.Jy fr0riiliom o.

F::::adio Tcd3:1 ~~ae. ~dition o ,(f~7'11I;iIQn In~.



Where People Lis1en: Weekends
Kaclk'~ il.l1'jkncc on the weekend was
.ahouL :)7% 1"w('I" .." <lurilll'i Ill(" '''',,]<,

_'I.' "', rn,< II~' [J('''pl, huilul(; '{l'~cl\(;m1

<if ;Uld al':'il't oomm 'Itiag, Th<)l~~
<,1'1.l~Y.L,,"n~ '~n\' yl,ll MIU l~"'r,l\ll r,>l~
'~ockclJ(b. ()i COLJ rsc, 51 % oL Iis Leu i11 ~

~IU SaLLJnla,> umi SULlda," Lool, plu0::
.£It brJllH~, IIp from ;,;7'x, dllrJni;: th,>
'WI'K"rI.'.:k. BdWl,;~'ll 12 Il()OLI ,lm1
tiPM, m,,<:,-rrom-l,o,TIl' <:dW,u "k""L
DlU1n,1:: tite wl;:O;'k oWJ'al1 mdi,;..
1lstel11n~ r"~l k~11n thO;' 3P1\.f hnll I',

"h(;r~'a:; IHL tIl ~ \,'~d~' fLU ~ LL'HI., lhr;
LLIML ImlJl',

Wccf;cnd Li!tcnilg, AQH Rating
Perc~nt ,)f Persons LdnJ Radio

S8t·3un,5AM·4AM

~o I

• ~ro~{)r1bn 01 Lisl9ning A',,'a~'1iCf(J -Ole

[] Proporb ofLismhg Al-lcrra
~ I

:20 ------------------------

4 '5
AN

3.
.:~I '10 I' 12 f

Mid
e,

PM
E i'J~

,~
".,'

~

.::90 f1 12 1
~C;)-

8­.-. E
m

5

Ii)

15 ---------::
"Racll("~m"~mJ.\~ ,,\,~I!,-frnm-homp

LaLln!;" 'H:rc L\"]{'C!lS lligh JLJrIJli;;
Lhr.; \"xka~ Oil \\-<,'<.:hmb, \.1U1.,
th,' n,cm~t 81 hnm~ l'ilti11 flS W;;~l,("

.,llf';hll) llil-;lH:rJ 1lI'I 111-; 'Wi.:kil"y"",..,
~IIl w~h~n(k "R'llllll(s ..y,.'ly-fmm­
hOlll p w~re f,'f'n~ rally lJ p ffllm 6,\\1-
, ~ noon. whllc at hom" rat iuS" ~lll'p"d
.,lL~hLI~' Lmu 6AM L'l2A:'vt buL glilUl'J
bdWr.;CIl :J..l,.,.'\.i una~L

\l\.;DCk~llll mtllo offCTCtl >,om" ofmdio'...
lLll)~l !)OIJuluf IJ rl!~fuJJLrLlillJ! ill,;] LJdiJli;;
Illlh;i{~ l:(HJrll,ll ~\''';I' ;->ll(, ......·L'-:~ ~I";.I·I;-> pl:i}"­

b}-pkty IIUl! public m(liofll\'()J"lll'O
..o.:uch E:)...~ PrYJir'i(~ H:HH~ l~fl".II1{JHi4 .• {} .

.$\..a.Jte: 1.-I8x..~I,1~~ ;OtiS r.a.b:Jtll.~I!~:a:JI:III')a, ~~,

Si:,j,p.~~~ .sa~, ~ !.lk;"~

F::::adio Tcd03:1 ~~ae. ~dition o ,(f~7'11I;iIQn In~.



Where Men and Women Listen

.Awilj·-rrolll-Hcroo Listening for Men and 'Women
Tot.:31 Week AQH Rat no:;

At·Hcmo Li!!5tcrling for Men and Women
Tota Week, ,I\,QH Ra-jn'J

.1tA<3f
DWcmen

I
:54

~+

l
-85
Pt2-+

J

0,2

~5+

P65+

P~;r~4

P35-64

"1.4

Pb~4

P2J-54

11,~

P1~~

P18-34

P12-F

P12-17

o\'Cl'Oll, ~gllJ'0~ rolllalnod fairly stahk
bdWI:'.;ll 20021U111 :2C 07, 11 liediu'.;,1
<11,1.\· 7% .11 Ii., II "-, pr:II1H1l1.v ""'''''P.:
'T",'n bo~'~ :lJl(1 ~i.ds, (1oWI1 20% to 219(,

Men C>!j+ \\'I'l'e ()tTG%, while Men ilnd
~Vunlcn 13-34 sl'r'rJw;')% aLlJ B~".

n:sl'l'clL~dy, ~h::ll <l.llJ \\{Unl(;ll 25-;')4­

oClooCl:l ju•.;t ~'.C1 <lllC14'.~;, rc.~l~c:iyc~,

Ih"'Ji}1i n,I'n,>,. '~II" 'IN, "'1('11 IH,,,,I,,,,·,,
11<,1,1 Ii nTi II", 1"'1-<11111'<'" ~'("'r>i_ \I1,'loi1­

Men 36-64 "'t'I>:: ~dutJ~)· up 2%,

W')!Ul:'1l J,J-(j4 dt'('lin~d 7%.

l\iil>l\'ly', ,n"'Jy-l'r",,,-ll1lrn<' AQH
mtl'lW amo'lgAdlllt,~ (),5+ haw
.wn,i~tplltly!pln~cl or 11~lcl ~tp;l(l}'

o(;Q('h ofth.-..sc ~'cars, 1dtll AQJ ll'o.t'n~<;

.aHl( 'U! ~lcJl ur- L09"- um] !HllOJlI;;
~1,'()fllCfl 1791; !I1~IH' Il,c 2002 mark.

A",,,~·-rroll,-hOlT"·,,.11,,lr' 1("1 ""l!­
~{,; hetw~n 2002alla ';'007, ""'hile
"Tep.n 'ist~,-ing 1~11l"11lt'(1 \'lrtllHlly
uIIl;l.aIlI;;GtL ulluhs 18-:M 'wrc tl'lWJl

6% '~'ll1l )"!I:IL ,lInl 11% II·hll WIlIlll,;ll,

'''''''11 lmd \\'mnC'n ~ ,54 s1il'11(,c1
tis.; >llltl ,5;!f;, rt'"_,,,,,,,,...!)'_ :\''1<-" 05-64­
wpre ,if .3~'; mnngs for ~N()m l:'n

;l,,-(;4 remal11eJ :itable.

.$\..a.Jte: 1.-I8x..~I,1~~ ;OtiS r.a.b:Jtll.~I!~:a:JI:III')a, ~~,

Si:,j,p.~~~ .'JJn·).' , ~ ~I<.Il.~

F::::adio Tcd.:3:1 ~~ae. ~dition o,(f~7I il;iIQn In~.



Listening Location
Nhl"t l'1lCUn ll~t(m til g tf)l)k plilCl:> ()\1t (li

1.olTw e:-t(X:pl JII I"lr'H e ....c:1l1n~{ ..aHld Ihl!-i

'(.:hi! rl ~II\)"'; hf,! ~v llh.· ~blrihUlLWI \if

mJ.if) li,t",nill'; logl<.:;';lDy llW\,es IlP)l111J.

tlll'oll:il11OlJt the dBr Ht hom<- find
ill cal" leJ IJL lJIorJIIJL~S, tl L"fork

.JOJlL iIIaIn] in IJdJ da.",;, IrL Laf Look
~1\'C]' tn aftcm CJl1nf> an j al hOll\e
\\-(H) H~;H,IU III lh;.~e""'~llinw.

For s(;\'l'ral,\'l'ar.~L1K' ~Lorii bllii lw.:clL
th,' 2tm;:,istcnt1J 1\1'[1winp. pmpnrtion ()f
in 1TIl'tunc in. Il,'h-I.Th~n Spl'ini\ :.l()()~

:uH12007. i,,-.;.:a .. liskr~ll)n sll;-tre rll;-iC Hl

a l".lh' of 'j)<\{' in Lllo) rnin fl'; Hnl] Illi<lll 'l~.",

69<; ill llftt>.rJl'X'llti <Uld w€€kn<la.. lluJ
7% ill n<;11 i.lJ!'~' Al worl'.~ ';l'~JLL(;1L1

Idl ... 1~ ,alc 01' 10,;;n nH lI''';1l f)"; ??/;
in 11l id[l1~'S Ilnd c\,minf~.s,1I ',v. in

-i.\flCrIlf,!i)Jl.~ mJJ S% 011 ,,'\.\;kJLd~.

M-hom~ \\~L, dO',\'11 6),', in mO"1l111;';''',

Lip 4% in midday,;, uII(:hallh~l in
.Ilftc11ltWn,q, <1';\'11 ::,/\; in c\'cnlng,"-
~Ul(l oLl' ~% (.'ll I'(Cl-lClld,.

The:--:.<> Iiflul~s refl~:t th<- I"t'a1it)., nf
Am~ri<'i\n \\1)1'kc'l''<;' ~l'ndlli\ll~' lODfCI'
oO:iUIILLUlc.~. iJLcrc!l.,iJl~ Illooia ulIlioJLS

.am1 ",0 r" '""bik. 1, r''''l.\'h,;,

.$\..a.Jte: 1.-I8x..~I,1~~ ;OtiS r.a.b:Jtll.~I!~:a:JI:III')a, ~~,

Si:~I),

r::ladio Tcd3:1 ~~ae. ~dition

Distribution -of AQH Radio UstensrJ
by Listeni ng Loc;tion

Perwn~ 12+

t<'\:m.Sun, 6,~M·Mid -38Yk $5~ :2306k :2,e*

t,'on-~ri, 8Ar..i-1 OAt.! =38.1'1\; ::37.6'!t 23.0'1\; 1.3':<;;

....100 Fri. 1O.'\M 3P~ :29.06~ ';)Co.2~ -38.96~ :2.2*

t<okn-F-i, PI,l·7P tl 10.fJ1Ik 45,1~ 21.illk 2,L~

MCfI-F ri, 7PM-M ic 058.3'1\; :2e..0~ 10.1% =3.a~

W~~~~d, lCoAM-7Ptl 46.Q~ ~·7,:~ '9,6"11 4,4"11

h~FlICt.
I:'s ·N.;.I knQVfr 1tal "ad·: ii; :he ,;;nl':" mab.--; n"9:Cilm lha: ilasil/ adOl.r-t~ ~o :~ I
~;~·I'Il:... rir9 h:afiQn" !jtr ~n;Ad~ ,..,.h~l i~ "011'191" ~ a Ii~:~ning IQ(:albn~

I.,..ou'·c 1dcn'n;:1lo Inc rDf~ ci ;) -'rierd ~ rau:Jc, 'HI1i1C .:11 1he lJcJGtJ '::f"

park, whlle wortltigOut at fre gym or ira coctor's w3iting room, you'il!in
~Ii ·c,l itlr" 1,)(". <'1'1 TH' 'I~ :~:'1·I.:~ :.1" Po:oc rl* r..l~I~I'It· 1"*,:;j-~.I(O:I·I)O:OI'II.I~.j

"\~' II (0 ~ ¢~,~~ li~:~ni~ fu r~diCl ~(::tti~n~ tMt p~opI~ h~:'l' in rEleirv~~.

~:c r€lf: aoo bsing,; I>as ~J;; 1 if thg ir at:sr Ibr is tlC I .~ rile! ~ fc aJ-;~( :m
1I~ ~,",lj.;l1. It ~hcu ~ bli' ilclecl :~I "'"t-wID" ItIs:e 1 it" i! , ',lJli1,", i-e':~eT.lv

hJuyllL I}r,.~ "U(ll~t'" 'i~t~rliIIJ, t<&I1 ttr \.-IJf11:J~~~ 1I~11:f ;Jllltl .... :t.~

l:>nlItm~ ~JC:' u~ Q y;:h C'( (ify{)u ').)J~I(:r fo d1«: ~Jr"~ li'lin9:,
a retail outlet. a f3clory or a constn.clion site.l

o ,(f~7'11I;iIQn In~.



Listening by Daypart
I

..\.<; th i.<; 0.hmt ;,h nw,-, m<"1 io 0111 til"ll'!"1 t() I
Li!i~enin~ by Daypari

he~] p:'J rl ol~ 'll::..LlI·ly CH::r:''O11 l::\; li\oi.:;-j "':'H:11 I

I ~b1-S~n, (iilN-\'ic
,,,·,·L 1" ~,·""r...L... h'Kl,t"-I"""'''''''''W' I -Cume Faijrgi1
~lfWomCll tbiln Jl.'krL II:il:cm:J to radio
{r~ rti clI1arl~' \\ith tIlt' 1::l-~4 d~ 1110
ll'''U!l~J eXlX!JL tlHlOLl~ the .'i.'i+ a~e

gLUU!1~, "hel"{' :\'krL luuk ll11' kal.l

l'id"~~l1 Spl,n~ 2002 ,mel ~007; tht' r'12-'j IV :59.4- t 48.1

t
fjlj.1

t
4~.4 t ~7

t
~7 ~

perl.'Crl~c Df lhl~~;; li~h;llillJ;: LD raJi'l W 7'la &1.2 77.0 &22 75.6 ").3,6

.al kll~l i IIIcc per WlX:k iIlcn:a.-;(''l.l iJl r18-24 IV ,;]6.6 t 63.9

t
(2.3

t
:53.6 t 677

t
007

mi[1<'1 ay, nnw., f\ m,,~t clemo<;, ,1m"n~
W 72.2 75.:.'1 79.3 059.8 75.C 9:32M,'" 4.5+ ll",;u"h<H,llhe,b)·H.I1L1

''"I"",j,,11>' ".11, \b" ;;~+, rn",l, j,,!? f25-M IV 79,Q

t 71.3

t
J3H

t
4S.2 t 70.9

t
MoE

."i ~-.\,e;ll' 1,i ~h.~ i 11 111 '-.st (bn'Ol rt.•_ W 81.1 75.S .132,' 4D.7 75.6 %6
",r(f.lil." 1·t'Ol"h 11~(:l'e'I.~d :lm:mf; 1.fen

f35-44 IV -82,2 t 71.9
t

.131.9
t

4~.7 t 72,~

t
~J

IB-44 a"d Tct'J] bu,"~' lhe lalleL'llipJ)iJL~

bd,,\-\' IlL<, ;;0% L111 ",hol,] i" ",,,1<,],,;.'- W -84,2 77.5 J32.Q 47.5 76,' 00.1
....-''''~11 in&" for tlHl fin>t til"e. P45-&t IV -91.S t 72.5

t
-81.$

t
48.8 t i5.C

t
%,1

DUtlLlg Lhal saLlle pet1,J, CUInC raLlngs W JJ2,(1 74,7 -{l1.? -4~,9 n~ %,~

(If,. \v·: '" ",,, 45- ".,' l' 1.:"1.'1 0,. IJ J> P55+4 IV .$0.1 t 75.c)

t
7S.€;

t
41$ t i5,4

t
&4.0

,m'mlllln<'1 in all <Ifln"11'tf., jlllrtiCl]lml:,' W 784- 75.5 73.2 42.3 75,' 932
:" t,,,,,,,,w.;', "'''''r1 W"lnl"ll 45-64

f65' IV 714 t 71-'i

t
1135.2

t
-36. ' t 71~

t
87.5posted six-yt'~lr ]'i~]'s. T],e b,.,~t',~t

·dedi l1e W;l;-; .. mon ~ Tt',," fli I-l.~ i n W t5~2 732 061.2 ~4-.' 7~.~ 85:1
-c';<,njn~s: off at a 1:!.~'1 rale .

.$\..a.Jte: 1.-I8x..~I,1~~ ;OtiS r.a.b:Jtll.~I!~:a:JI:III')a, ~~,

Si:~I),
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Radio Formats Ranked by Audience Share by Region
AQH Shi!rC' by Fa rnal:

.$\.arre. rDr:':e:.~:JUSanio""1":'6.rt'.JU.!tilflcom€.%""1
,",,~';;l~f~s.\a.:~'II1I1 ~~.:.·'-~II::''S~, .~r/':i Y{'~1

F::::adio Tcda:I ~~ae. ~dition

New Enaland
~J~.\'dT 'llklln'ormali 01 13.4
.Adult Contem~orarv 11.~
CounT1 110.0
Pop Conl.emp.orary Hi I. R.sdlo 72
-8lassic Hi ts I 67
Rhyltl'nic CoolcmPJmry Hit Radio 64
Hoi Adult Contemporary I 5.1
1>.11 Sporw 4.1
Clas~k Rock I 40
Albull Ode-lied Rock (.AOR) ::38
Till kJPcr30n<lli ty I ::3 8
oClas$bal 19
Oldii;'s I ::2 9
Alterni1ti'H :27
JlotW., Rod-; I :2 6
Adu t Hits :24
Con:emoorarv Chrieial I ~3

Urban Ad JI tCont&m~-o faro' 1(13
N€\l ACiS m<;oth Jazz: .().1
-S pan sh Conte mporarl (J.1
Mexican Reaiollal I ~O
Urban Cont€rmorarl .(iO

Mig die Atlantic:
Adult Cont€mr:oraro' 10,1
Ne'....sITa k~nforrna:k:n ~~

CcunTo' I 7.1
Pop Cont~mpCfarl Hit R.sdio 7j
Urban Conl.e-rrporar, I ~4
<: loodc R,xk 43
Albull OriEnted Rock (.1l.0F) I 4~
Urb an Adul tCont6m~() far1 :3$
Hot Acdl.Coltamp~rarl I -32
Rhvthmio Contemwal" Hit Radio 3.1

,1.,11 ~port: I :3 ~
(; lassie Hits 2~

Cla%iwl I 2~
(Ildi.,~ 22
Jldult Hi§ I 2,1
Ne'N AC/SmQolh Jazz 23
Sp~n sh Con::Jrn;<J "lr{ 20
T.slkiPer~~rsli~, 1.~

Alt~mlrj,/i' 1.4
oC'ontompom ry Chris:ial 1.j

Actiy€ Rock ~S

~'exi(.a n Re,~iollal M

$Q I,Ith Atllintic
Courtrv' 13,5
Ne'...·sITak~n!orrna~Ol ~4-

Adut Cc·n t€ IIoorsrl I 7f;
Urban Adult Cont€m~Orarl 7'J
Urbl'ln Contemporar~ I 7(.
PoDC~t~mporSlry Hit R&:I io :55
P.h'llhrr Ie C~rte-m ~cra'" ~ it Rad iD I 3 T
(;i aS5ie Hi Cs %
(I f1SEi cRo:k. I 3(.
Cont"rrDOlaI)' 8hrist 81 2S1
Ne'N ACtS trQolh JflZ2: In
Active ~o~ ;2,1
JI.lterna'J,/;; I ;2,1
I-Jot ;\::;ult 8on:cmuorJr.. ;2,1
CI~j~al I 1,9
QI~i;,:s 1.6
-SPJnish ConzrrporJr1 18
All Soort:; 1.7
""1e:,ic.a n Re.~ionsl 1.4
l.slkiPem~rslitv 1.~

A::l ul1 -ii Is 1.0
Album CriarteJ Rock IAOR\ 1.0

(xJI1tinued on flex! pafiet)

o '(f~7'.rl;iIQn In~.



Radio Formats Ranked by Audience Share by Region
AQH :Shfire by Fmm.at

.$\.arre. rDr:':e:.~:JUSanio""1":'6.rt'.JU.!tilflcom€.%""1
,",,~';;l~f~s.\a.:~'II1I1 ~~.:.·'-~II::''S~, .~r/':i Y{'~1

F::::adio Tcda:I ~~ae. ~dition

Eut $Qylil Celltra.1
CoUnTt 23,e
Urb3n AdJlt Contcm~~r,Jr~ 70
Urban Conte rrporary I 70
/>.dult Contem~orary 009
Pop Contemp.orat)' Hi t R,sdio I '68
~Je'l\'(lT 'llklln!orm.ru 01 062
CI'l~~c Rock I :!;i e
Con'.empora IV Chris'j en 1G
~la&Sic Hit~ I :2 2
HoI Adult (ontemporar{ 12
Oldii;~ I 2~
h:tiYe Rod-; 1.7
MutHit~ I 1.7
/>,11 Gporw 1.7
Rhvlhllic Coolcmoormv Hit Radio I 1,7
<;I<l~sb<ll 1.5
Aile rn<1ti\'B .cS
TalllPerwnali ty 0() $
Albuil OriEnted Rock (.A,OR) 0() 6
Mcxi.JSn ReQional 1(l2
NEW ACiS mcoth Jazz: 0() 1
.span eh Conta mporar{ o().1

We$t $QIJUl Centr~1
CcunTv' 1M
Ne'....sITa k~nforrna:k:n -S5
~'€J:iC8 nRe-Jianal I 06 3
Rhyihmic ContemfX)<lI'J Hit Racli'J 57
Adult Con Iempxarv I 05 ~
Pop Contempcrari Hit R8dkJ :55
{: lascl (: F{o)d-; I 46
Urbnn AdultContcm~oror~ 4~

Urban Conlerroorary I 4:J
(Ildi~~ '27
Contempora IV Chri~ri en I 28
~ot .~cLlt C01temp~rar,.. '25
Alt(!m,rj~~ I 24
Span sh Gon;orrwar{ 2.1
,l..IISporb I 2~
Jldult Hi~ 1,~

Albull Ori&lted Rock (.lI,OF) I 1,~

(: las::.i(: Hit U
Acliye Rock 1.2
cla~Blcal 1.)
TalklPersJrclily M
Ne'N ACi,:; mooih Jazz 05

i;,.t NQr1Il ~l1tril

Gourtr1 14.0
Ne,,,arra k~n!:}rmaUQl 12.2
Adu t ConlellPorm I 5 CJ
Pop C~tempor::IIY Hit R3dio 5CJ
GIassi GRock I 4~
l10t !\,cult 8on:cmporJry' 44
Urban Adult Contemf:;orary I 44
Urtan Contemporary 4:>
Oldies I 40
<:1 a-ssic Hi \$ 32
Active ;o~ I 2 E;
.A~ult Hit~ 2~

Album Crierted Rock {AOR) I 2Ei
All Sport:; 2li
Contcnr po rury 8hriGt LJl I 2~

.Alter1d""" 2 (I

ICIOlS~bal I 1.8
Ne'N AC/':;nrooih Jazz: 1,9
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Executive Summary

This report is a quantitative history of ownership consolidation in the radio industry over the
past decade, studying the impact of the Telecommunications Act of 1996 and accompanying
FCC regulations.

A Brief History of Radio Regulation

Since the 1930s, the federal government has limited the number of radio stations that one
entity could own or control. In the 1980s and early 1990s, the Federal Communications
Commission (FCC) began gradually to relax these limits. Finally, in the Telecommuni­
cations Act of 1996 (Telecom Act), Congress eliminated the national cap on station
ownership, allowing unlimited national consolidation. With the same law, Congress also
raised the local caps on station ownership. In addition, as this study describes in detail, the
FCC regulations implementing the Telecom Act allowed more consolidation to occur than
alternative regulations would have allowed.

Methodology and Data Sources

To keep the quantitative analysis as simple and transparent as possible, we have not included
technical statistical analysis. Instead, we have filled this report with standard, antitrust-style
measures of concentration; our own new methodologies for measuring localism and
diversity; and many time-series analyses that simply track who owned what when. The study
covers thirty years of historical data wherever possible; in other places, the study focuses on
the last ten to twelve years-the main period of interest for examining the impact of the
Telecom Act.

The FCC's own efforts at collecting data on the radio industry are inadequate, as we
emphasize throughout the study. Just as the FCC does, we have relied on industry-collected
data to measure changes in radio consolidation and programming. These proprietary sources
include: Media Access Pro (Radio Version) from industry consultants BIA Financial
Networks, Duncan's American Radio, and Radio and Records magazine.

Major Findings of the Study

Highlights from the study are organized here in similar fashion to its three chapters. The first
chapter focuses on national radio consolidation, the second on local radio consolidation, and
the third on radio programming.



Emergence {~fXalionwideRadio ComfJunies

1. Fewer radio companies: The number of companies lhal own radio slalions peaked in
1995 and has declined dramalical1y over lhe pasl decade. This has occurred largely
because of induslry consolidalion but parl1y because many of lhe hundreds of new
licenses issued since 1995 have gonc to a handful of companies and organizations.

2. Larger radio companies: Radio-slalion holdings of lhe lenlargesl companies inlhe
induslry increased hy almosl fifleen limes from 1985 lo 2005. Over lhal same pcriod,
holdings of lhe fifly largcsl companies increased almosl sevenfold.

3. Increasing revenue concentration: Naliona1 concenlralion ofadverlising revenue
increased from 12 pcrcent market share for the top four companies in 1993 to 50
percenl markel share for lhe lop four corupanies in 2004.

Figure 1: National Share of Radio Listeners, Commercial Sector, 2005.
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4. Increasing ratings concentration: National concentration of listenership continued
in 2005-the top four finns have 48 pcrcent of the listeners, and the top ten finns
have almost two-thirds of listeners [see Figure I].

5. Declining listenership: Across 155 markets, radio listenership has declined over the
past fourteen ycars for which data are available, a 22 percent drop since 1ts peak in
1989.

.'i



Consolidation in Local Radio Markets

6. The Largest Local Owners Got Larger: The number of sLaLions owned hy Lhe
largesl radio enLiLy in Lhe markeL has increased in every locaimarkeL since 1992 and
has increased considerably since 1996 [see Figure 2].

Figure 2: Number of Stations Owned in a Market by the Largest Owner
in a Market, 1975-2005, Average by Market Group.
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7. More Markets with Owners Over the Local Cap: The FCC's signal-contour market
definition allowed companies to exceed local ownership caps in 104 markets.

8. Increasing Local Concentration: Concentration of ownership in the vast majority of
local markets has increased dramatically.

9. How Lower Caps Can Be Justified: The FCC's local caps-in fact, even lower caps
than the current caps can be justified by analyzing how the caps prevent excessive
concentration of market share.

10. Declining Local Ownership: The Local Ownership Index, created by Future of
Music Coalition, shows that the localness of radio ownership has declined from an
average of 97.1 to an average of 69.9, a 28 percent drop.

11. Restoration of Local Ownership is Possible: To restore the Local Ownership Index
to even 90 percent of its pre-1996 level, the FCC would have to license dozens of
nevY full power and low-power radio licenses to new local entrants and re-allocate
spectrum to new local entrants during the digital audio broadcast transition.



Radio Programming in the If/ake (~fConsolidation

12. Homogenized Programming: JusL fifLeen fonnaLs make up 76% of commercial
programming.

13. Large Station Groups Program NalTowly: Q'wners who exceed or exacLly meeL Lhe
local ownership cap tend to program heavily in just eight f01111ats.

14. Only Small Station Groups Offer Niche Formats: Niche musical fonnals like
Classical, Jazz, Americana, Bluegrass, New Rock, and Folk, where Lhey exisL, are
provided almosL exclusively by smaller SLaLion groups.

15. Small Station Groups Sustain Public-Interest Programming: Children's
programming, religious programming, foreign-language and ethnic-community
programming, are also predominanLly provided hy smaller sLaLion groups.

16. Format Overlap Remains Extensive: Radio formaLs wiLh differenL names can
overlap up Lo 80% in Lenns of Lhe songs played on lhem.

Figure 3: Average Pairwise Overlap Between Stations in the Same Format,
By Owner, June 25-July 1, 2006.
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18. Network Ownership Is Also Concentrated: The three largest radio companies in
tenns 0 f station ownership are also the three largest companies in terms of
programming-network ownership.

Conclusion

Radio consolidation has no demonstrated benefits for the public. Nor does it have any
demonstrated benefits for the working people of the music and media industries, including
DJs, programmers-and musicians. The Telecom Act unleashed an unprecedented wave of
radio mergers that left a highly consolidated national radio market and extremely
consolidated local radio markets. Radio programming from the largest station groups
remains focused on just a few formats-many of which overlap with each other, enhancing
the homogenization of the airwaves.

From the recent new-payola scandal to the even more recent acknowledgements that giant
media conglomerates have begun to fail as business models, we can see that government and
business are catching up to the reality that radio consolidation did not work. Instead, the
Telecom Act worked to reduce competition, diversity, and localism, doing precisely the
opposite of Congress's stated goals for the FCC's media policy. Future debates about how to
regulate infonnation industries should look to the radio consolidation story for a warning
about the dangers ofconsolidated control of a media platform.

About Future of Music Coalition

Future of Music Coalition (FMC) is a national non-profit education, research and advocacy
organization that identifies, examines, interprets and translates the challenging issues at the
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Introduction

Radio is not what it used to be. A briefand obscure regulatory provision tucked into
the Telecommunications Act of 1996 - Congress's comprehensive rewriting of
telephone and cable regulations - eliminated or relaxed the previous limits on radio­

station ownership. As a result, ownership of radio stations consolidated intensively over the
next five years with some ownership groups acquiring dozens, ifnot hundreds, ofradio
stations across the country. The unprecedented creation oflarge radio conglomerates
represents a fundamental transformation of the radio landscape.

With speed exceeding Wal-Mart's ascent to retail dominance, I Clear Channel and, to a lesser
extent, ViacomlInfinity/CBS Radio gained unprecedented market shares both nationally and
locally. But Clear Channel's rise presents greater problems than Wal-Mart's. Radio is not
about shelf space but about the public airwaves, one of the only free and ubiquitous media
through which the public can access culture and information. And Clear Channel's gains in
market share came through a regulatory experiment in which Congress allowed more
mergers and acquisitions than ever before. These changes have shown cause for alarm.

In 2002, the Future of Music Coalition published a study that examined radio consolidation
and its effects on the public and the music community? We compared radio to a public park,
threatened by privatization and over-commercialization. And we raised concerns about how
consolidation had led to homogenized programming, facilitated a new form of payola,3 and
presented musicians with fewer opportunities to get on the air.

Our 2002 study was submitted to the Federal Communications Commission (FCC) as part of
its biennial review of its media ownership rules. Many citizens and public-interest groups
from a variety ofpolitical perspectives participated in the proceeding, leading to a record­
breaking number of comments filed at the FCC, most in opposition to further media
consolidation. Despite strong evidence and negative public opinion, the FCC did move
ahead with recommendations to loosen ownership regulations on radio, TV and newspapers.
It wasn't until a win by media reform advocates in Prometheus v. FCC at the Third Circuit
Court of Appeals that the FCC was prevented from further relaxing the radio ownership

1 Wal-Mart's national retail market share rose from 9 percent in 1987 to 27 percent in 1995,
comparable to Clear Channel's rise from 2 percent national radio-revenue market share in 1995 to 28
percent by 200 I. See Federal Reserve Bank of Atlanta, "The Race for Retail Market Share in the
Southeast," 2002 Econ South q. 2, at http://www .frbatlanta.org/invoke.cfm?objectid=D3F86AD9­
EI29-43A7-93E52B3590A62543&method=display (last visited November 28, 2006).
2 Peter DiCola and Kristin Thomson, Radio Deregulation: Has It Served Citizens and Musicians?
(2002), at http://www.futureofmusic.org/research/radiostudy.cfm (last visited November 28, 2006).
3 See, for example, Office of New York State Attorney General, "CBS Radio Settles Payola
Allegations," (Oct. 19,2006), at http://www.oag.state.ny.us/press/2006/oct/octI9a_06.html(last
visited November 30, 2006).
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limits that remained after the Telecommunications Act of 1996. In 2006, the FCC launched
another review ofits media ownership rules. With this new study we hope to contribute an
updated and greatly expanded perspective on the recent history of radio consolidation.

Contents and Purposes of This Study

This study contains three chapters, each ofwhich is divided into several subsections.
Chapter 1 takes the most expansive look at the national radio industry. It surveys a thirty­
year history, tracing ownership consolidation from 1975 to 2005. Chapter 2 focuses on local
radio markets and the extreme consolidation they have experienced since the
Telecommunications Act of 1996. Chapter 3 examines radio programming, and how
consolidation appears to have affected the radio formats, individual songs, and the volume of
syndicated network content carried on the air.

We will submit this study to the FCC in its 2006 review of media ownership rules. We
believe this research will cause policy makers to question the benefits of consolidation as
they decide whether to further relax radio station ownership regulations. In fact, the data
contained in this report should urge the FCC to re-institute certain regulations or develop new
regulations to address the loss ofcompetition, diversity, and localism in radio. We also hope
that this new, comprehensive, and unprecedented history ofradio consolidation can inform
current and future policy debates about the information industries.

The listening public deserves an explanation ofhow the radio industry has changed over the
past decade. Working people-from musicians to DJs to local advertisers-need to
understand how the media environment has changed, often for the worse. Although our data
analysis has been robust, we have tried to make the results contained in this report clear and
easy to understand. We provided graphs and figures wherever appropriate, documented our
sources diligently and displayed reproducible results.

The Value of Radio

With the onset of internet radio, satellite radio, podcasting, and portable digital music devices
(including cell phones) over the past decade or so, some observers mistakenly consider
traditional, terrestrial radio to be of waning importance. Traditional radio companies have
actually begun making the transition to digital broadcasting, sometimes called "HD Radio,"
but this transition has happened slowly and the results remain uncertain. But digital or not,
radio remains one of our most valuable media. No new technology has the penetration that
radio has. Approximately 94 percent ofAmericans listen to radio each week.4 Compare that
to the 42 percent ofUS households that had high-speed internet access as of March 2006.5

4 The Arbitron Company, "Radio Today: How American Listens to Radio, 2006 Edition," at
http://www.arbitron.com/nationalJadiolhome.htm (last visited November 30,2006).
5 John Horrigan, "Home Broadband Adoption 2006," available at
http://www.pewintemet.org/PPF/r/184/report_display.asp (last visited November 30,2006).
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Radio remains important and vital in many ways. The kinds ofaudio content offered by
traditional radio-DJed sequences of songs, live concerts, news and talk shows, education
and how-to guides-remain incredibly popular. Advertisers still buy radio time. Musicians
still seek radio play to further their careers. Emergency authorities still rely on radio during
disasters like hurricanes, fires, and chemical spills.6 Noncommercial radio has become
increasingly vital, with National Public Radio (NPR) doubling its listenership in the past five
years.7 Even the vast majority of early adopters of new audio technologies expect to maintain
their current habits oflistening to traditional radio.s

Although new audio technologies present exciting opportunities for consumers and
musicians, they do not predict the demise of traditional radio. For example, satellite radio
can program in more granular musical genres, but cannot build local connections between
musicians and communities like traditional radio does. Webcasts might have a local focus,
but they lack the audience of traditional radio and cannot transmit to your car. Podcasts
provide a portable means to hear music, news, or other audio programs in your car or
anywhere else. But licensing copyrighted music for podcasts presents a significant hurdle.9

Of course, solutions to the problems with and limitations of these new technologies are
possible. Podcast licensing could advance more quickly, for instance, or technology to put
webcasts into cars could arise. Such developments would benefit the public. But they would
not necessarily threaten the value of radio. Media technologies need not replace each other,
but can instead complement each other. The addition of satellite, webcasting, and podcasting
makes the music marketplace more open and competitive. These new technologies have
helped musicians and individual listeners route around the bottlenecks that consolidation has
caused in traditional media like radio. The ultimate effect ofnew technologies on radio
depends on radio companies' responses to these business challenges-and on policies that
facilitate the best outcome possible for the public.

6 See Eric Klinenberg, Fightingfor Air: The Battle to Control America's Media (forthcoming 2007).
7 Jacques Steinberg, "Money Changes Everything," New York Times, March 19, 2006, Sec. 2, p. 1.
8 Arbitron & Edison Media Research, "The Infinite Dial: Radio's Digital Platforms," p. 13, available
at http://www.arbitron.comJdownloads/digitaIJadio_study.pdf (last visited August 27, 2006).
9 See, for example, Michelle Kessler, "Storm Clouds Gather Over Podcasting," USA Today, August 3,
2005, available at http://www.usatoday.comJmoney/media/2005-08-03-podcasting-usat_x.htm (las t
visited December 1,2006).
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Bigger Is Definitely Not Better

So far the responses of policy makers and radio companies have fallen far short of ideal.
Congress's response to new technologies' development was to eliminate or relax ownership
limits to allow radio companies to consolidate. Radio companies' response was to acquire
lots of stations as quickly as possible. Clear Channel multiplied its station holdings by a
factor of 30, going from 40 stations to 1,200 stations within five years of the Telecom Act. 10
In addition to its radio holdings, Clear Channel amassed television stations, billboards,
concert promotion, and concert venue properties.

We wrote in our 2002 study that Clear Channel's "bigger is better" strategy was misguided
and expressed doubts about the supposed "synergies" they sought. II As it turned out, Clear
Channel's strategy had both dubious 1egalityI

2 and dubious profitability. By the spring of
2005, the company had abandoned its attempt to use its holdings across several media for
leverage, breaking the company into three parts: radio/television, concerts, and billboards. 13

In November 2006, on the heels ofa six-year decline in the company's stock price,14 a group
of private equity investors purchased Clear Channel's assets. 15 At the same time, Clear
Channel announced that it would sell off 448 of its radio stations in markets outside the top
100 ranked by size, as well as all 42 of its television stations. 16

Serious policy concerns remain despite the Clear Channel buyout. Thomas H. Lee Partners
is one the two leading private equity firms in the purchase, along with Bain Capital. It also
has holdings in two other large radio companies, Univision and Cumulus Media Partners,
which it might have to relinquish. For example, Thomas H. Lee Partners' three radio
properties would own a combined 17 stations in the Houston-Galveston market, well beyond
the current cap 0 f 8 stations per owner. The FCC should retain its current rule for attributing
ownership interest, which sets a 5 percent threshold for what counts as "ownership" when

10 Source data: Media Access Pro (Radio Version), BIA Financial Networks, November 2005 data.
11 DiCola and Thomson, Radio Deregulation, pp. 30-31.
12 Allegations against Clear Channel include payola, antitrust tying, fraud, racketeering, and theft of
public funds. See Chapter I of this study and the sources cited therein.
13 Press Release, "Clear Channel Communications Announces Planned Strategic Realignment of
Businesses to Enhance Shareholder Value," April 29, 2005, available at
http://www.clearchanne1.com/Corporate/PressRelease. aspx?PressReleaseID= 1438 (last visited
December 2, 2006).
14 We refer here to the broad downward trend that is easily visible from a simple stock chart, not to
temporary ups and downs of the stock. See, for example, the" I-decade" chart for stock symbol CCU
at http://www.investorguide.com(last visited December 2,2006).
15 Angela Moore, "Clear Channel Agrees to $18.7 Billion Buyout," Marketwatch.com, Nov. 27, 2006
(corrected version).
16 Press Release, "Clear Channel Announces Plan to Sell Radio Stations Outside the Top 100 Markets
and Entire Television Station Group," November 16,2006, available at
http://www.clearchannel.com/Corporate/PressRelease. aspx?PressReleaseID= 1825 (last visited
December 2, 2006).
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enforcing the ownership caps.17 Otherwise, the current trend of taking media companies
private will open another loophole in the media ownership rules.

Some observers have gone so far as to claim that the Clear Channel sell-off of 448 stations
alleviates concerns about concentration in the radio industry. IS No facts support such a
claim. Even after the sell-off, Clear Channel will retain its dominant position, with over 700
stations in 88 markets out of the top 100 ranked by size. Those stations represent 88 percent
of Clear Channel's listenership and 86 percent of its revenue-leaving its market share
mostly intact and well ahead of the second-largest firm. 19 Moreover, Clear Channel's new
private-equity owners could retain an option to buy back their holdings in Univision (with 73
stations) and Cumulus Media Partners (with 37 stations).2° Either way, Clear Channel will
retain ample size to pose a threat to competition in the markets where they will remain.

The research in this study will show how much damage has already occurred with respect to
the FCC's policy goals of competition, diversity, and localism. Relaxing the local ownership
limits further would simply let Clear Channel get bigger-again-when the lesson from the
past decade of experience with consolidation suggests doing exactly the opposite. Clear
Channel's size was the root cause of their many problems in radio: the potentially illegal
business practices, the loss oflocalism, the harms to programming diversity, and so on.

More than anything, the Clear Channel buyout shows that policy makers must develop
skepticism about the public benefits of such unproven-and ultimately, in this case,
illusive-economies of scale.21 The public has been harmed by both the formation of Clear
Channel as a radio giant and the policy that allowed it to form. We cannot predict the future.
Perhaps the 448 sold-off stations will go to local, independent, and minority owners who will
revitalize radio. But it would take far more than 448 new or newly independent stations to
restore local ownership to what it was.22 And Clear Channel's business practices-most
importantly, its modern version of payola-may have damaged the health of the radio
bandwidth. Listenership is down. We can only speculate-though we are not alone in our
speculation-that listenership has declined because of the damage to diversity and localism
from Clear Channel's rise. Policy makers must not repeat their mistake, which flowed from
the false premise that bigger is better. Not so for radio companies.

17 See 47 C.F.R. § 73.3555 n. 2 (2004). Investment companies, as defined in 15 U.S.c. § 80a-3, can
own up to 20 percent of a station before the FCC will deem them to have a "cognizable interest."
18 "[N]ow that Clear Channel is splitting the company and most likely selling the 448 stations
designated for divestiture to numerous buyers, industry observers believe consolidation opponents
will be appeased enough to let the big-market deregulation the company is seeking slide by." Ron
Orol, "Clear Channel Needs FCC Help," Deal.com, November 21,2006 (subscription required; copy
on file with the author).
19 Source data: Media Access Pro (Radio Version), BIA Financial Networks, November 2005 data.
20 Orol, "FCC Help."
21 "Economies of scale" refers to the economic situation in which a larger firm can produce goods or
services more efficiently (up to a point, at least) than a smaller firm. The opposite situation of
"diseconomies of scale," in which larger firms produces goods or services less efficiently, is equally
possible both in theory and in real-world practice.
22 See Chapter 2 of this study, in particular the section entitled "The Local Ownership Index."
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Lessons from Radio for the Internet

In a rapidly changing media environment, it becomes all the more important to learn lessons
from the experience of established industries like mdio. Bmnd new industries are harder to
measure, understand, and evaluate. But data are available to measure the radio industry in
various ways, however imperfect those data might be. In fact, the "experiment" Congress
created, by allowing intensive consolidation in the radio industry, allows us to study
consolidation in an information industry. Historical data on the radio industry give us a way
to see what happens when ownership ofthe platform and the content in an information
industry becomes concentrated in relatively few companies' hands. While these similarities
are not a perfect correspondence, they are useful given the lack of comprehensive,
standardized data about the emerging marketplace.

Studying radio consolidation provides lessons beyond just radio. We can extrapolate from
radio's experience to suggest what could happen if a few owners of the internet's
infrastructure gain effective control over the entire internet platform-the subject of the
current debate over network neutrality.23 In the mid-l 990s, it was the radio industry that
convinced Congress and the FCC of the need for a set of regulations that would allow them
to buy more stations, both locally and nationally. The rationale presented at the time was that
the radio industry needed to take advantage of economies of scale in order to survive in a
crowded media marketplace. If new regulations passed, the radio industry promised to
deliver more and better programming to serve the public.

However, the Telecom Act had a radically different outcome. As articulated in the next three
chapters, the Act led to massive industry consolidation, a loss oflocalism, and a lack of
programming diversity. Even more compelling, the Telecom Act, in conjunction with the
FCC's own application of market definitions, served to protect incumbents and reduce
economic competition-all at the expense of small businesses and the public.

A similar scenario has developed around the issue of network neutrality. Powerful
telecommunications and cable corporations are telling Congress and the FCC that they need
to be able to charge content providers for the use of their networks. Once again industry
incumbents are asking policymakers for regulations and legislation that secures greater
compensation for them at the expense of small businesses and the public. In this way, radio
remains the canary in the coalmine?4 Its experience with extreme consolidation can suggest
paths we should avoid with internet and wireless technology.

Information industries like radio are vital to our culture, our democracy, and our economy.
Together the information industries (software, telecommunications, television, movies, and

23 See, for example, CNet articles at http://news.com.com/Net+neutrality+showdown/2009-1028_3­
6055133.html (last visited November 28,2006).
24 FCC Commissioner Michael Copps has also used this metaphor. See Jonathan Lawson, "Fixing
Radio," Reclaim the Media, February 28, 2005, at http://reclaimthemedia.orglradio/fixingJadio (last
visited December 7,2006).
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so on) have grown to about 5 percent oftotal U.S. gross domestic product, nearly doubling in
share since World War II, 25 and are among the few U.S. industries to enjoy a positive trade
balance. Research about how information companies and information industries behave, like
the research contained in this report, is therefore highly valuable. Even in a time of new
technologies, studying radio remains essential.

Industry Research and Access to Data

Over the past two decades, radio companies have sought "regulatory relief' in the face of
allegedly declining business prospects. In addition to-or, in some cases, instead of­
developing new radio programming and other new services for listeners, radio companies
have asked Congress to change the rules in ways that benefit them as incumbents. That is,
one benefit for radio companies of gaining unprecedented size was dominance over any
potential new entrants to the radio industry. Larger companies can hold more sway over
advertising customers as well as suppliers ofprogramming, such as musicians.

Federal administrative law requires that research back up any FCC decisions about adopting,
modifYing, or changing rules that affect incumbent radio companies. The FCC itself
maintains a research staff to perform some research from an ostensibly neutral perspective.
But the radio industry submits dozens of research reports each time the FCC has a
proceeding to advocate for their perspective.

There are endemic problems to much of the research involved in this process. Both the
FCC's and the industry's research are based on the same data, which are collected by and
belong to the industry. Only variables that the industry sees fit to measure get measured.
Only questions that the industry sees fit to ask get asked-unless public-interest groups fill
the gap. To conduct our research, we have to purchase proprietary data sets from the
industry, often the same data sets used by the FCC itself. With careful critical analysis, we
make the most of these flawed, incomplete, and expensive data. But throughout this report
we will emphasize the importance of disinterested research to the FCC's policy-making
process and the need for enhanced collection ofand access to radio data.

Summary

The public park that is our radio airwaves remains endangered by consolidated control. We
hope to save the park for the public's enjoyment by telling its story and by suggesting how
we can properly maintain its value. Radio-still a miraculous, inexpensive, ubiquitous, and
valued technology-is worth saving.

25 Only the financial sector has grown faster than the information sector of the U.S. economy. See
Bureau of Economic Analysis, "Gross-Domestic-Product-by-Industry Accounts, 1947-2005," at
http://bea.govlbea/industry/gpotables/gpo_list.cfm?anon=645 (last visited November 28, 2006).
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If measured by the three long-standing goals of competition, localism, and diversity, the
experiment with radio consolidation launched by the Telecommunications Act of 1996 was a
policy failure. Chapter 1 shows the loss of competition in radio nationwide. Chapter 2
documents the accompanying loss of local ownership over the last decade. Chapter 3
highlights the lack of diversity on commercial radio and from large station groups.

If there is a silver lining to this cloud of failed oversight, it will be the lasting lessons that are
already being applied in the debate over network neutrality and structural decisions about the
internet marketplace. Radio's story has played a major role in spawning the movement
against media consolidation. And concerns about access to the data used in the FCC's
decision-making process have clarified the need for more substantial and transparent
information to monitor media industries. Never again should these decisions be made in the
dark. With this study we aim to shed some light.

We start with the history of radio consolidation from a nationwide perspective.



18

Chapter 1
National Radio Consolidation

RjdiO listeners-and most Americans are radio listeners-have seen the radio industry
transformed over the past decade. Standardized programming formats like "KlSS­

M" and syndicated shows like Glenn Beck have become even more widespread.
Music radio, which has always been hit-driven, now features songs picked by national
programming directors instead oflocal program directors and DJs. Commercials now
consume more ofthe typical radio broadcast. But at the same time, more listeners have tuned
out. And thousands of independent, local radio station owners have sold their stations to
national chains. In 1995 there were just over 6,600 different owners of radio stations. By
2005, that number had fallen by one-third, to just over 4,400.

These changes to the radio landscape can be traced to the Telecommunications Act of 1996,
or the Telecom Act. In that piece oflegislation, Congress relaxed local restrictions on radio­
station ownership and eliminated the national ownership cap entirely. Radio companies had
lobbied hard for this bill, telling Congress that, in a competitive media marketplace, they
needed to be able to take advantage of economies of scale to survive. But, they also
suggested that being allowed to purchase more stations would also allow them to program
more diverse programming for listeners. One senator argued that radio companies needed
deregulation "to allow them to compete in the new digital marketplace" and "to provide the
best possible service to listeners."J This law is to blame, however, for increasing
concentration of ownership in the radio industry-with no demonstrable benefits for citizens
and radio listeners.

The Telecom Act changed the radio industry profoundly. For decades, the FCC had placed a
cap on the number ofradio stations one company could own in the United States. With the
Telecom Act, Congress removed the cap entirely. The elimination of the national cap
transformed U.S. radio in several ways. The following are among the most crucial:

Fewer radio companies: The number of companies that own radio stations peaked in
1995 and has declined dramatically over the past decade. This has occurred largely
because of industry consolidation but partly because many of the hundreds of new
licenses issued since 1995 have gone to a handful 0 f companies and organizations.
Larger radio companies: Radio-station holdings of the ten largest companies in the
industry increased by almost fifteen times from 1985 to 2005. Over that same period,
holdings of the fifty largest companies increased almost sevenfold.

1 Statement of Senator Comad Bums, Senate Committee Report 104-023: Telecommunications
Competition, available at http://thomas.1oc.gov/cgi-
bin/cpquery/?&dbname=cp I04&sid=cp I04uo5cr&refer=&r_n=sr023.104&item=&sel=TOC_204865
&.
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Increasing revenue concentration: National concentration of advertising revenue
increased from 12 percent market share for the top four companies in 1993 to 50
percent market share for the top four companies in 2004.
Increasing ratings concentration: National concentration oflistenership continued
in 20OS-the top four firms have 48 percent of the listeners, and the top ten firms
have almost two-thirds oflisteners.
Declining listenership: Across 155 markets, radio listenership has declined over the
past fourteen years for which data are available, a 22 percent drop since its peak in
1989.

This study extends and expands on Future of Music Coalition's 2002 study, Radio
Deregulation: Has It Served Citizens and Musicians? Like the previous study, it is an
attempt to understand the way dramatic changes to the structure of the radio industry have
affected the public, with special attention paid to the impact on musicians. This study
contains not only new statistics from the past four years, but also newly available historical
data, which make it possible to examine three decades' worth of information. This broader
historical approach vividly documents the unprecedented changes that have occurred in the
radio industry since 1996.

Chapter 1 takes a nationwide look at the radio industry. It first describes the legal changes
that have occurred in radio, and then provides a statistical look at topics like how the FCC
issues new radio licenses, how the FCC regulates station ownership, changes in the
concentration of market share, and trends in radio listening. Chapter 2 and Chapter 3 will
cover the important issues oflocal radio markets and changes in programming formats.

A Brief History of the FCC and Radio Regulation

This section puts the passage of the Telecom Act in context, explaining:

How the FCC's broadcast license process acts as a de facto restriction on entry into
the radio industry;
How the FCC gradually increased the local ownership cap and how Congress
eliminated the national ownership cap in 1996; and
What economic theories motivated the "deregulation" of the 1980s and 1990s-and
why the assumptions required for those theories do not hold true in the radio industry.

The FCC as Regulator ofthe Radio Industry

When you hear about the Federal Communications Commission (FCC), you may think about
a government regulatory agency enforcing indecency regulations: radio shock jocks getting
fined, the flap over the Janet Jackson incident at the Super Bowl, or the prohibition on using
curse words on the air. Or, ifyou are a bit older, you might think about the FCC enforcing
something called the Fairness Doctrine, an FCC regulatory policy that guaranteed equal
broadcast time for different political perspectives (and was repealed in the 1980s). This
report will discuss the FCC in a different way than you might be accustomed to-as an
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enforcer oflimits on ownership. Instead of indecency or political balance, this report will
focus on how FCC policy influences which types ofradio companies can participate and
thrive in the current media environment.

The FCC affects the business ofradio by limiting what the companies that own radio stations
can do. For example, the FCC can use rules or regulations to limit the number ofradio
stations that one company can own. These types oflimits have existed for a long time and
have their roots in many different political goals. Some politicians and citizens in the U.S.
have long been concerned that ownership of too many media outlets would lead to too much
political power in the hands of a single company, a company which could either threaten or
align itself with the government to the detriment of democracy. Other politicians and
citizens believe that small, local companies will better respond to the public's desires for
entertainment and news. From these concerns came the FCC's three policy goals for
broadcast, including radio: competition (having many firms in the industry), diversity (in
terms ofprogramming, ethnic perspectives, and political viewpoints), and localism.

The FCC's Licensing Process and Its Economic Consequences

Among its many powers, the FCC decides who receives licenses to broadcast radio. The
FCC manages this process partly to prevent radio stations' signals from interfering with each
other. Known as the "scarcity rationale," this theory conceives of the radio frequency
spectrum as a scarce resource in which only a limited number of signals can coexist while
still being heard. The FCC has a responsibility to maximize the usage of this scarce resource
without depleting its functionality. What good are twice as many stations on the air if the
signals are overlapping to the point of distortion? The FCC is the arbiter of this delicate
balance. Some technologists have disputed the scarcity rationale for technical and other
reasons, but for the purposes of this report our focus is on the considerable economic impact
of the FCC's power to control the number ofradio stations that can coexist in a local market.

The FCC's power to act as an economic regulator via this localized licensing process has
fundamentally shaped the radio industry.

Imagine that the federal government set up a regulatory agency to issue permits for setting up
any new coffee shops in each town. That agency---call it the Federal Coffee Commission­
might argue that no new coffee shops can open in cities because any new coffee shops would
have to be located too close to the coffee shops already crammed onto every street corner. In
such a crowded coffee environment, no single coffee shop would make enough money to
survive, as the new shops cut into the old shops' profits. Finally, the Commission might say,
consumers would struggle to tell the different coffee shops apart if every city block had too
many of them. How can you meet your friend at the cafe on Main between Washington and
Madison when there are seventeen cafes fitting that description?

Restricting the licenses for new coffee shops would benefit large incumbent companies like
Starbucks by protecting the territory around their current coffee shops. But the policy would
frustrate those hoping to open new coffee shops. And the arguments that the restrictions
benefit consumers might not hold water. Profits might not decline, or might have been great
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enough already for shops to survive. Consumers could perhaps tell the cafes crowded into
each city block apart by their brand names. So the Federal Coffee Commission's restrictions
on licenses for new coffee shops can seem either prudent or ill-conceived, depending on your
political and economic views. But in any case the restrictions would be controversial. And
the real FCC's rules on new radio licenses have certainly been that.

As the coffee example suggests, one major consequence oflimiting the number of radio
licenses is that it protects the companies that already own stations-the incumbent radio
companies. The FCC's licensing process is an entry restriction or a regulatory barrier to
entry.

Entry restrictions protect incumbents from losing profits to new competitors. If an
entrepreneur has an idea for a great new kind of programming, or for a lineup of syndicated
programming that her community might enjoy more than the current offerings, she has three
main options. She will either have to: (1) purchase a station from an incumbent, (2) try to
sell her idea to an incumbent, or (3) obtain a license for a new station from the FCC. Options
(1) and (2) both mean that the incumbents will benefit from our entrepreneur's idea, perhaps
getting most of the profits created, since the incumbent will have a stronger bargaining
position. Only option (3) allows the entrepreneur to benefit fully from her own idea, since
the fees for a new FCC license are nominal compared to the cost of purchasing an existing
station.

In this way, the FCC entry restrictions protect incumbent companies from competition. Most
of the time, new competitors either have to deal with incumbents to participate in the radio
industry or they cannot enter the market at all. As a result, the FCC's decisions about how it
issues licenses at the local level has had profound economic consequences on the radio
industry nationwide.

Limits on How Many Stations One Company Can Own

The National Radio Ownership Rule was a regulation adopted by the FCC under the
authority Congress gave to the FCC in 1934, when the Communications Act created the
agency. In 1953, the FCC set the national cap at 14 stations: no company could own more
than 7 AM stations or 7 FM stations. Thus, radio stations in the U.S. were owned by a very
large number of companies. Radio was a highly unconcentrated industry because
ownership of radio stations was so widely dispersed.

Additional FCC regulations ensured that radio stations were locally owned. While a locally
owned radio station might have carried programming from a national network like NBC,
such a station would traditionally broadcast locally produced programming as well. At the
time, FCC regulators felt that small, local radio companies would best serve the public
interest-a term used by Congress dating back to the Radio Act of 1927 and the
Communications Act of 1934 to describe the obligations of broadcasters to serve their local
communities. Thus the geographic reach of each radio company was strictly limited.
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FCC regulations also contain the longstanding Local Radio Ownership Rule, which prevents
one company from owning more than a certain number of stations within a local market.
Chapter 2 will discuss local radio and the Local Radio Ownership Rule in detail.

Radio "Deregulation" in the 1980s and 1990s

Starting in the 1980s, the FCC began to gradually increase the national ownership cap. In
1984, the cap increased to 24 stations (no more than 12 AM or 12 FM), and in 1992 the cap
increased to 36 stations (no more than 18 FM or 18 AM). By 1994, the national cap was 40
stations per company-no more than 20 AM stations or 20 FM stations, with allowances for
minority-owned broadcasters to exceed the cap slightly.

The FCC relaxed the national ownership limit partly because the U. S. had many more radio
stations in the 1980s than in previous decades. New technology had made it possible to allow
even more stations to coexist in local markets without interference. In addition, the FCC was
influenced by an economic theory specific to the broadcast industry that was (mistakenly)
interpreted to suggest that an industry made up of larger companies might offer more diverse
programming than an industry made up of smaller companies.2

In the 1990s, radio companies urged Congress to step in and relax ownership restrictions
even further. They claimed that without the ability to take advantage of economies of
scale-the idea that bigger companies can cut per-unit costs-the radio industry would not
survive financially. Coupled with the theoretical justifications for relaxing the national cap,
the radio companies convinced Congress to eliminate it in 1996 with the passage of the
Telecommunications Act. Congress also significantly relaxed the Local Radio Ownership
Rule, but left it in place. (Chapter 2 focuses on the Telecom Act's effects on local radio.)

But economies of scale are not a law of nature; diseconomies of scale are just as likely. For
some industries, larger companies can produce goods or services more efficiently. But in
other industries, smaller companies are more efficient. Furthermore, companies becoming
larger in order to cut their unit costs does not benefit consumers unless the good or service
being produced retains the exact same quali ty. Othenvise the benefits of lower unit costs
must be weighed against the harms of inferior products. Thus the theoretical benefits of
economies of scale in radio industry would not exist if the quality of programming declined
as companies grew larger.

Another major reason for increasing-and ultimately eliminating-the national cap was
ideological. With the Reagan administration came a "deregulatory" philosophy that
disfavored restrictions on what businesses could do. This policy was influenced by the
simple economic theory that markets devoid of government intervention best serve the public
interest.

2 See Peter DiCola & Kristin Thomson, Radio Deregulation: Has It Served Citizens and Musicians?
(2002), pp. 8-14.
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Unfortunately, many of the simplifications required for the free-market economic theory to
hold do not apply at all to the radio industry. For instance, the Telecom Act removed the
national ownership cap but left the FCC's entry restrictions in place. Without free entry to
spur active competition between companies, the benefits of free markets to consumers may
not occur. Instead, raising the caps while continuing to restrict licenses meant that the FCC
was mainly protecting incumbent companies at the expense of new entrants-and radio
listeners.

New Radio Licenses

To provide some beginning context for understanding the radio industry by the numbers, this
section details how:

New radio licenses continue to be issued, but at a slower pace than in previous
decades, demonstrating the lack of free entry into the radio business.
Many of the licenses have gone to a small group ofowners, and as a group, new
licensees are increasingly focused on Christian programming.
Entry restrictions mean that radio is not a free market, and that "deregulation" was
instead pro-incumbent regulation.

New Radio Licenses Are Hard to Come By

How hard is it to get a license for a new radio station from the FCC? Obtaining a license has
traditionally been a difficult, years-long, and highly competitive process. The FCC has
always decided how many new radio licenses to grant each year, and continues to do so. But
since 1996, the FCC has allocated these new licenses by auctions for commercial stations and
by a points system for noncommercial stations. The FCC now gets about 30,000 inquiries
annually from prospective licensees, yet the FCC only grants about 200 new licenses
nationwide each year. And the FCC has granted new licenses at a decelerating rate over the
past decade. As Table 1-1 shows, the FCC granted only 177 new licenses per year from the
end of 1995 through the end of2005.3

3 Source data: Media Access Pro, BIA Financial Networks, data as of November 2005. These figures
do not correspond exactly to the figures available on the FCC's website; the differences depend on
whether stations are considered to exist when licensed or when they have actually constructed their
radio tower and begun broadcasting. The figures from the BIA database are preferable because they
extend back to 1975, whereas the FCC's published figures only date back to 1990.
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Table 1-1. Number of FCC-Licensed Stations from 1975 to 2005
and the Rate of New Licenses per Year over Each Decade.

Year

1975
1985
1995
2005

Total Number of Licensed
Stations (AM and FM)

7,472
9,450
11,734
13,504

New Licenses per Year
Over Previous Decade

198
228
177

Radio licenses from the FCC are specific to an AM or FM frequency. Licensees must apply
to the FCC to change frequencies or to increase the power or height of their broadcast tower
(which both determine how far a station's signal reaches). Radio licenses also come with a
classification of either commercial or noncommercial. The main difference is that the FCC
prohibits noncommercial stations-also called "educational" stations-from broadcasting
advertisements.

Figure 1-1 shows the total number of FM, FM-educational, and AM stations from 1990 to
2005.4 During this period, the number of both commercial and noncommercial FM licensees
grew, while the number ofAM licenses decreased slightly. This decline in the number of
AM stations may have occurred because stations went offthe air or perhaps because
licensees requested to switch from AM to FM. The percentage growth in FM-educational
licenses was larger than that ofcommercial FM licenses. AM-educational licenses are rare
and are not broken out in the FCC's numbers.

The data used to construct Figure 1-1 come from the FCC itself. These are, in fact, the only
data on radio station ownership made available through the FCC's web pages. But it would
be a stretch to say that even these data are readily available, since it required data from 55
separate pages to construct Figure 1-1. And these data don't tell you who owns the stations,
or where the stations are-they only tell you how many stations have been licensed in total
across the country. It's possible to download the many parts of FCC's complex relational
database, which contains much more detailed engineering and ownership data. But the
average citizen (or even the average researcher) cannot make much use ofit without hours of
work and lots of guidance.

4 Source data: Federal Communications Commission (FCC), Licensed Broadcast Station Totals in the
USA-1990 to Present, at http://www.fcc.gov/mb/audio/totals/index.html (last visited May 2nd,
2006).



Figure 1-1. AM, FM, and FM-Educational Stations, 1990-2005.
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It is unfortunate that critical data is not available in a fonn that would allow citizens to
understand the transfonnation ofthe radio industry. Only by purchasing expensive and
proprietary data sets can one begin to track the changes that have transpired in radio with
quantitative methods. It is also unforhmate that the maj ority of the more comprehensive data
set" come from the industry itself. As a result, researchers and policy makers must evaluate
the industry on the industry's ovm terms, based on the measures it chooses to create and
distribute.

Thus, from here onward, this chapter (and this report) will mainly rely on data from industry
sources. These data are proprietary and expensive, but can answer many more questions than
the FCC's data Primarily, this chapter will rely on infonnation from Media Access Pro, a
database created by BTA Financial Networks with infonnation collected by surveying radio
companies themselves.

771e Total Number ojRadin Stations in the Us.

Figure 1-2 shows a longer history of the number oflicensed radio stations in the U.S., broken
down into four categories by AM vs. FM and by commercial vs. nOllconunercial 5 Tn Figure

) Source dala: Media Access Pro (R adio VerSIOn), BrA FinancIal Nelworks, November 2005 dala.



1-2, unlike Figure 1-L each category of stations is represented by an area, not just a line.
These areas are Lhen sLacked on Lop of one anulber, so LhaL Lhe charL also shows Lhe lulal
munber of sLaLions in Lhe U.S-jusl over 13,500 sLaLions aL Lhe end of 2005. Currenlly Lhere
are over 8,700 FM sLalions and over 4,700 AM slaLions. Among Lhe FM sLaLions, about
6,200 are commercial sLaLions and aboUT 2,500 are noncommercial (or educalional). Among
the AM stations, only 119 of them are noncommerciaL leaving just under 4,600 commercial
AM sLaLions

Figure 1-2. FCC-Licensed Stations, 1975 to 2005.
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The message of Figure 1-2 is largely the same as that of Figure 1-1: new licenses have been
going almost entirely to FM stations in recent years. But going back to 1975 provides a
broader context for understanding the changes to radio of the last decade. Tnfonnation for
particular variables is not always available going that far back, even in the proprietary
databases. Whenever possible, however, the analyses of this chapter will cover a three­
decade span.

More importantly, Figures 1-1 and 1-2 show that the total number of radio stations in the
U.S. is indeed growing. But a large portion of the growth involves noncommercial FM
stations. With only a few dozen commercial FM stations receiving new licenses each year,
entry into conunercial radio is quite restricted. The average metropolitan area has only seen
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a new commercial FM station once every three or four years. As a result, incumbent radio
companies do not face new competitors very often.

Who's Getting the New Licenses

New licenses can create the opportunity to bring new individuals and organizations into the
radio industry. These new licensees could bring fresh perspectives that would result in new
programming to serve the diverse public interest. This becomes even more important in the
context of consolidating ownership, as the incumbent companies get larger and the diversity
of station ownership declines. (Chapter 3 will discuss the programming choices oflarge
incumbents versus those of small companies and new entrants.)

So who are the new licensees in radio? Over the past ten years, a fairly large percentage of
the new licenses have gone to just a few companies, as Table 1-2 describes.6

Table 1-2. Owners of Newly Licensed Radio Licenses, 1996-2005.

Owner
American Family Association
Educational Media Foundation
Calvary Satellite Network Int'l

Flinn Broadcasting Corp.
Family Stations

Clear Channel Communications
University of Wyoming

Moody Bible Institute of Chicago
Baker Family Stations

New Life Evangelistic Center
All others (1,062 different owners)

TOTAL

Number of Stations
115
51
26
15
13
12
11
11
11
9

1,383
1,657

Percentage
6.9%
3.1%
1.6%
0.9%
0.8%
0.7%
0.7%
0.7%
0.7%
0.5%

The 115 stations licensed to American Family Association and the 51 stations licensed to the
Education Media Foundation over the past ten years add up to 10 percent of the newly
licensed stations, across AM and FM, commercial and noncommercial. Ten percent may not
seem like an overwhelming number. But consider that when American Family Association
receives 115 licenses (instead of, say, one), 114 other individuals, companies, and
organizations do not get a license.

FMTranslators and Satellite Feeds

Many of the leading acquirers of new noncommercial radio licenses have also taken
advantage ofFM translator stations. A translator receives signals from a full-power FM
station and rebroadcasts that signal at a low power (250 watts or less). Some translators "fill

6 Source data: Media Access Pro (Radio Version), BIA Financial Networks, November 2005 data.
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in" signals to parts of a full-power FM station's designated broadcast area that are blocked by
mountains or other features ofthe terrain, while others extend a full-power station's
broadcast area. There are no ownership restrictions on translators; specifically, the
ownership restrictions that apply to full-power radio stations do not apply to translators.7

In 1990, the FCC changed the rules for how FM translator stations for noncommercial full­
power FM stations could receive their signals. Before, translators had to receive their signal
via terrestrial means, for example microwave, phone lines, or cable lines. But with the 1990
rule change, FM translators for noncommercial full-power FM stations could receive their
signals via satellite. S To receive a license, FM translators still must have an association with
a full-power FM station. But the ability to deliver signals by satellite made translators more
attractive. And media-ownership limits have never applied to translators; an entity can apply
for as many translators as it wants. Many noncommercial broadcasters-including the major
acquirers of new noncommercial FM licenses like American Family Association,
Educational Media Foundation, and Calvary Satellite Network-have accumulated many
translators to go with their new full-power FM licenses.9 These translators do not have to be
in the same local market as their parent FM station. Their FM translators can now
rebroadcast satellite feeds of those organizations' programming, multiplying the impact of
their new full-power licenses.

The companies and organizations that have obtained new radio licenses since 1996 have
handled the application process skillfully, whether through auctions for commercial stations
or through the points system for noncommercial stations. They have also taken advantage of
the relaxed rules for how FM translators receive their signals. Taken together, the changes to
the licensing process and the changes to the translator rules have increased consolidation in
non-commercial radio. As a result, these changes might threaten competition, diversity, and
localism and are cause for concern.

Low-Power FMStations

Low-power FM stations are one mitigating factor in the increasing concentration of existing
and even newly licensed full-power radio stations. Broadcasting with a power of 100 watts
or less, these low-power station licenses are available only to noncommercial entities without
other broadcast or newspaper holdings. Licenses for low-power FM stations first became

7 Federal Communications Commission, "FM Translator and FM Booster Stations," at
http://www.fcc .gov/mb/audio/translator.html.
8 Federal Communications Commission, Amendment of Part 74 of the Commission's Rules
Regarding Translator Stations, MM Docket 88-140, FCC 90-375,5 FCC Rcd 7212 (1990), available
at http://www.fcc.gov/fcc-bin/assemble?docno=901204.
9 For documentation that these entities employ an FM-translator strategy, and a discussion of other
issues related to FM translators in general, see DIYMedia.net, "God Squads Fall From Grace," at
http://www.diymedia.net/feature/lpfrn/fD22505b.htm.
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available in January 2000. 10 As ofJune 30, 2006, the FCC's database indicated that 728 low­
power FM stations were operational and that 341 more had obtained construction permits.1I

Congress has limited the number offrequencies available for low-power FM stations. By
statute, the FCC may only grant low-power FM stations at frequencies that are more than
three frequencies away from any current full-power licensee's frequency (counting by
increments of0.2 MHz, as the FCC does when allocating spectrum). For example, if a full­
power FM station is broadcasting at 91.5 FM in a particular city, then no low-power FM
station can be licensed at 90.9, 91.1, 91.3, 91.7, 91.9, or 92.1.

The stated purpose of this "third adjacent channel" rule is to protect full-power licensees'
broadcast signals from interference. But an engineering study commissioned by the FCC and
conducted by the MITRE Corporation concluded that such concerns are unfounded­
especially at a distance of three frequencies. 12 As a result, the restrictions on low-power FM
licenses provide another example of entry restrictions. Congress is not protecting the
integrity offull-power licensees' signal. Rather, the FCC is protecting incumbents from
competition from local, independently owned low-power FM broadcasters. 13

Not Deregulation, but Pro-Incumbent Regulation

The statistics in this section make plain that "deregulation" is a deceptive misnomer for what
happened in radio in the 1980s and 1990s. Strong regulations on entry still exist in radio.
The vast majority ofwould-be competitors do not obtain radio stations. Regardless of
whether concerns about interference justify the FCC's entry restrictions, the economic effect
is to make the radio industry an exclusive party that only two hundred new invitees per year
can attend. Entry restrictions benefit incumbents, protecting them from the vagaries of true
competition and facilitating their efforts to acquire an increasingly large fraction of all U.S.
radio stations-as the next section describes.

10 Federal Communications Commission, "Low Power FM Broadcast Radio Stations," at
http://www.fcc .gov/mb/audio/lpfm.
11 Federal Communications Commission, "FM Query Results," http://www.fcc.gov/fcc­
bin/fmq?state=&serv=FL&vac=&list=2 (visited June 30, 2006) (clicking the link begins a query of
the FCC's engineering database that will deliver current results on all low-power FM station).
12 According to Media Access Project, The Mitre Report found that: [I] eliminating third adjacent
channel separation would not increase interference[; 2] LPFM would have no impact on digital
radio[; and 3] there was therefore no need to consider the economic impact of LPFM on incumbent
broadcasters." See Media Access Project, "Congress and LPFM," available at
http://www.mediaaccess.org/programs/lpfrn/Congress.html(last visited August 25,2006). The Mitre
Report itself is available at http://www.freepress.net/lpfrn/MitreReport.pdf(last visited August 25,
2006).
13 As of this writing, the Senate Commerce Committee had voted in support of an amendment to a
large telecommunications bill that would allow the FCC to grant more low-power FM licenses. For
updates, and for much more information on low-power FM radio, visit the website of the Prometheus
Radio Project at http://www.prometheusradio.orgl.
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When the Telecom Act Changed Everything

This section documents how:

•

•

•

The Telecom Act resulted in an unprecedented wave of mergers and acquisitions.
The number of companies that own radio stations peaked in 1995, just before the
Telecom Act, and has declined dramatically over the past decade, despite hundreds of
new licenses issued.
Most of the decline in the number of owners occurred among owners of commercial
stations.
The number of owners of noncommercial stations, however, has only increased
slightly since the Telecom Act.

Mergers and Acquisitions in the Wake ofthe Telecom Act

Powerful radio companies had much to do with passing the Telecom Act, and they prepared
for its coming by planning for various mergers and acquisitions so that stations could start
changing hands immediately after the law passed. These transactions took advantage of the
radio companies' new ability to become national, rather than just local or regional, media
companies. Radio stations have always switched owners from time to time-FCC
regulations do not prohibit transfers oflicenses, though transfers must be reported. But the
Telecom Act unleashed an enormous number ofmergers and acquisitions, as Figure 1-3
shows.

Figure 1-3 does not count the number of deals in each year; rather, it shows the number of
stations that changed hands each year. 14 So, for example, a deal involving one station would
count as one station transacted. A merger between a radio company with 100 stations and a
radio company with 50 stations would count as 50 stations transacted. Graphing the number
of stations transacted over time gives us a way to analyze the level of merger and acquisition
activity in each year.

14 Source data: Media Access Pro (Radio Version), BIA Financial Networks, November 2005 data.



Figure 1-3. Number of U.S. Stations Transacted in Mergers and Acquisitions,
1986-2005.
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Before 1992, the number of stations changing hands was typically around 1,000 stations per
year. Between 1992 and 1996, that 1llU11ber increased to around 1,200 per year. Then, as
Figure 1-3 shows, merger and acquisition activity spiked upward. During 1997 and 1998, the
two years immediately following the Telecom Act, over 2,100 stations were transacted each
year. From 1999 through 2001, around 1,700 stations changed ownership each year, still
above pre-Telecom Act levels. Since 2002, however, the nUll1ber of stations transacted each
year has settled down to around 800 stations per year.

A Growing Number ofStations-And a Shrinking Number ~lOwners

The large number of mergers and acquisitions that occurred in the wake of the Telecom Act
illustrates that the elimination of the National Radio Ownership Rule restmctured the radio
industry. Figure 1-4 charts the number of FCC-licensed stations against the Illunber of
o\vners ofradio stations.15 The red line charts the total number of stations in the U.S.-this
just repeats the top outline ofFigure 1-2. The blue line represents the number of owners over
the same time period. The green line represents the nUll1ber of stations per owner-the red
line divided by the blue line.

15 Somce dala: Media Access Pro (RadlO Version), BlA FinanCIal Nem'arks, November 2005 dala.
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For lhe years 1975 lhrough 1987, lhe blue line and lhe green line Splil inlo lv\'O. The
Lransaclion daLa from BIA Financial Nelworks are incomplele for lhese years We know vl'110
purchased lhe slalions, but we don'L always know who sold lhem. The 'upper bound" on lhe
number ofowners represenLs whal lhe number of owners would be if every single seller
whose identity is unknown was an independent owner with just a single station to sell. The
"lm.yer bound" on lhe number of owners represenls lhe opposile, lhal is, whal lhe 11lunber of
owners v,'ould be if every single seller vdlOse idenlily is unknown was an owner of mulliple
sLalions and COlllinued lo own oilier slalions afler lhe sale.

Figure 1-4. U.S. Radio Stations and Owners, 1975-2005.
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per owner, against the right-hand axis.

Figure 1-4 shows that the number ofowners increased from 1975 to 1995. Tn 1971,
approximately 4,000 to 5,000 distinct companies, organizations, and individuals owned radio
stations in the U.S. That number gradually increased over the next two decades as the FCC
licensed new stations, some of them to owners who had not previously owned any radio
stations. But the number ofowners peaked in early 1995 at just over 6,600 owners. This
includes owners of all station types: AM and FM, commercial and noncommercial. After
that peak, mainly after the Telecom Act, the number of o\vners declined precipitously, as the



blue line shows. At the end of 2005, the radio industry had just over 4,400 owners. The
green line in Figure 1-4 shows LhaL Lhe number of sLaLions per owner increased from aboUT
1.75 Lo about 305 over Lhis Lime period.

A/fost Mergers Happened in the Commercial ,""ector

Figure 1-5 Lakes Lhe blue line from Figure 1-4, vdlich represenLed Lhe number of owners over
Lime, and breaks Lhe owners illLo seven caLegories: (1) Lhose who own only conl1nercial FM
sLaLions, (2) Lhose who own only noncommercial FM sLaLions, (3) Lhose who Oi'n only
commercial AM sLaLions, (4) Lhose who own only noncommercial AM sLaLions, (5) Lhose
owning both commercial FM and commercial AM stations, (6) those mming both
nonconl1nercial FM SLaLions and nonconl1nercial AM sLaLions, and (7) Lhose owning a more
cornplicaLed mix of sLaLions (for example, both commercial and noncommercial FM
sLaLions).16

Figure 1-5. Owners Categorized by Type of Stations Owned, 1975-2005.
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The bottom duee red-tinted area" of Figure 1-5 grow until dIe mid-1990s and then shrink.
This shows that consolidation has occurred mainly in the commercial sector. because the
munber of owners who own commercial FM, conl1nercial AM, or both commercial FM and

11i Somce dala: Media Access Pro (RadlO Version), BlA FinancIal Nelworks, November 2005 dala.
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commercial AM stations has declined since the Telecom Act. From a peak of 5,529 owners
of commercial stations in early 1993, the number of owners ofcommercial stations declined
to a three-decade low of3,134 by the end of2005. That constitutes a 43 percent drop in the
number of distinct companies, organizations, and individuals who own commercial radio
stations in a little less than thirteen years.

Consolidation has occurred in the noncommercial sector as well. The number of owners of
noncommercial stations exceeded 1,300 in early 1996, peaked at 1,393 in early 2003, and has
decreased only slightly (to 1,369) since then. 17 That the number of noncommercial owners
has held steady for a decade between 1,300 and 1,400-despite hundreds of new
noncommercial licenses granted by the FCC over that time period-demonstrates two forces
at work. First, some consolidation has occurred in the noncommercial sector since the
Telecom Act. Second, as described earlier, a greater fraction of new licenses has gone to
owners who already owned at least one, if not many, radio stations.

Concentration of Station Ownership

This section looks at three decades ofdata to show that:

The geographic reach of the largest radio companies has expanded over the last
decade, suggesting a decline in locally owned broadcasting.
Radio-station holdings of the ten largest companies in the industry increased almost
ninefoId from 1995 to 2005. Over that same period, holdings of the fifty largest
companies increased more than fourfold.
The largest radio company, Clear Channel, owned about 1,200 stations nationwide as
of the endof2005. 18

The Geographic Reach ofthe New Large Radio Companies

The previous section showed that a wave of mergers and acquisitions following the Telecom
Act resulted in fewer entities having ownership ofradio stations, and that most consolidation
happened in the commercial sector. This section explores in more detail how consolidation
of station ownership has changed the radio industry. Consolidation did not happen evenly
among radio companies-it was not the case that each commercial company just bought one
local competitor's stations, and left it at that. Rather, from the post-Telecom Act
consolidation emerged national radio companies with broad geographic reach. And some
radio companies came to own many more stations than others.

17 The blue-tinted areas in Figure 1-5 represent noncommercial owners; those areas have
approximately the same top-to-bottom height for the years 1996 through 2005.
18 As discussed in the Introduction, Clear Channel announced in November 2006 that it would be
purchased by a pair of private equity investors, Bain Capital Partners and Thomas H. Lee Partners.
Angela Moore, "Clear Channel Agrees to $18.7 Billion Buyout," Marketwatch.com, Nov. 27, 2006
(corrected version). We address the implications of this buyout below.



To study the geographic reach of a radio company, one can look at many different levels of
geography ""iLhin Lhe US We will focus on four differenL geographic levels sLaLes, markeLs,
counLies, and ciLies, lis Led froIll largesL La smallesL. A.mong Lhese Lenns, Lhe "markeL" level
may be unfamiliar and require some baekgrowld. For purposes of Lhis sLudy, "markeL" refers
Lo a geographic uniL defined by Lhe ArbiLron Company. 19

Figure 1-6. Geographic Reach of Radio Companies, 1975-2005.
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A radio company might own stations in one or more states, one or more markets, and so on.
The number of states, markets, counties, or cities in which a radio company owns stations
provides a measure of that radio company's geographic reach. To look at the geographic
reach of companies across the entire radio industry, one can ask how many companies owned
stations in say, 10 states or more, in 10 markets or more, and so on. Figure 1-6 displays the
answers to precisely these questions. JO

19 Arbitron survcys radio listeners in about three hundred "markcts" in the U.S. to rate stations
accordmg to estimates of how many people listen to them. ArblLron markets conespond roughly Lo
metropolitan areas. Defining the geographic boundaries of a market allows people wllhin the radio
industry to talk about a station like WXRT's ratlllgs III the "Chicago markel." The Chicago market as
defined by Arbit.:ron isn't limlLed by Chicago's city limiLs-in fact, Lhe ArbiLron market for Chicago
includes Cook County (whIch contal11S Chicago) as 'well as adjacent counties (or parts of them).
70 Source data: Media Access Pro (RadIO Version), BIA FinancIal Networks, November 2005 data.
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As of 1975, before the regulatory changes of the 1980s and 1990s, Figure 1-6 shows that:
only 2 companies owned stations in ten different states; only 8 companies owned stations in
ten markets; only 10 companies owned stations in ten counties; and only 9 companies owned
stations in ten cities. The number of radio companies with a wide geographic reach
expanded gradually over the next two decades or so, until the FCC relaxed the National
Radio Ownership Rule in 1992 and 1994. At that point, both the number ofcompanies with
stations in ten counties and the number of companies with stations in ten cities began to grow
(the top two lines in Figure 1-6).

Since the Telecommunications Act of 1996, the number ofradio companies with wide
geographic reach has grown considerably, as measured by all four geographic levels included
in Figure 1-6. At the end of2005, an unprecedented 121 companies spanned at least ten
cities; 89 companies spanned at least ten counties; 38 companies spanned at least ten
markets; and 25 companies spanned at least ten states.

Clear Channel and the Dramatic Growth ofthe Largest Radio Companies

The size 0 f radio companies has increased dramatically over the past decade. Table 1-3
shows the ten largest owners as of 1995 and the ten largest owners as of2005, as well as the
number of stations owned.21 The largest single owner ofradio stations, Clear Channel,
owned 1,184 stations at the end of 2005.22

Table 1-3. Top Ten Owners by Number of Stations Owned, 1995 and 2005.

Rank 1995 Top Ten Owners Stations 2005 Top Ten Owners Stations
Owned Owned

1 Clear Channel 39 Clear Channel 1,184
2 Family Stations 37 Cumulus 295
3 Salem Comm. Corp. 30 Citadel 223
4 Evergreen Media Corp. 30 Infinity 178
5 Minnesota Public Radio 28 Educational Media Foundation 138
6 James Ingstad 28 American Family Ass'n 113
7 Bible Bcstg. Ntwk 28 Salem Comm. Corp. 106
8 American Radio Systems 24 Entercom 103
9 Saga Communications 23 Saga Communications 86
10 River City Bcstg. 23 Cox Radio 78

21 Source data: Media Access Pro (Radio Version), BIA Financial Networks, November 2005 data.
22 In November 2006, in conjunction with the announcement of the private equity buyout of Clear
Channel, it was reported that Clear Channel would sell off 448 of its stations. The stations to be sold
off would be those located outside the top 100 markets. See Angela Moore, "Clear Channel Agrees
to $18.7 Billion Buyout," Marketwatch.com, Nov. 27, 2006 (corrected version).



Clear Channel also controlled and managed an additional 16 stations through legal devices
known as local marketing agreements, or LMAs_ (Two of Lhe slalions Clear Channel owns
appear lo be managed hy oLher companies lhrough LMA.s)_ AL ils peak, Clear Channel
owned 1,205 slaLions and conlrolled a few dozen more lhrough LMA.s, but has since sold off
a small fracLion ofilS radio-slaLion porlfolio. The FCC does nol prohibil LM!\s, lhough lhey
require radio companies to report them. Thus, even prior to the Telecom Aet, the FCC
allowed a business praclice lo undem1ine somev\·hal Lhe purpose of lhe nalional ownership
cap. LM!\s became less imporlanl ,,,·hen lhe cap was relaxed and lhen eliminaled_ BUl lhe
praclice conlinues lo allow some addilional consolidaLion.

The FUfy Companies with the Largest Number (~(Stalions Over Time

The dislribution of slalions across lhese growing radio companies has nol been equaL Figure
1-7 shows lhe lolalnumber of sLalions held by lhe fifLy largesl owners over lhe lasl Lhree
decades?"

Figure 1-7. Number of Stations Owned by the Top 50 Owners, 1975-2005.
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For each year, Figure 1-7 shows the number of stations owned by whichever fifty companies
were largest at that particular point in time. Each colored area corresponds to one ranking of
owners by size. For example, the red area at the bottom of the graph corresponds to the
largest owner at each point in time; the blue area second from the bottom corresponds to the
second-largest owner at each point in time; and so on.

Figure 1-7 looks like a rainbow ribbon. Two conclusions from this graph are most important.
First, the width of the entire ribbon grows considerably over time. In 1975, the fifty largest
radio owners owned a total of 512 stations. That total grew to 589 stations by 1985, and to
984 stations by 1995. In 2005, the number of stations owned by the fifty largest radio
owners reached 4,097 stations-a fourfold increase in the last decade.

Second, some of the colored stripes in the ribbon are wider than others, and get wider over
time. The ten stripes on the bottom are the widest. The ten largest radio owners totaled 290
stations in 1995, but the 2,504 stations in 2005, representing an almost ninefold increase in
the station holdings of the ten largest owners over the past decade. Such intensive
consolidation of ownership represents a dramatic change for the radio industry.

Concentration of Commercial Market Shares in Revenue and Listenership

Using data from before the Telecom Act to the present day, this section details how, among
commercial stations:

National concentration of advertising revenue increased from 1993 to 2004, from 12
percent market share for the top four companies to 50 percent market share for the top
four.
National concentration oflisteners continued in 2005-the top four firms have 48
percent of the listeners, and the top ten firms have almost t"m-thirds.
Both revenue and listenership concentration could increase because of the
ABC/Disney-Citadel merger, the Cumulus Media Partners purchase of Susquehanna,
and the Clear Channel buyout in 2006.

Unequal Shares ofListeners Among Radio Companies

So far this chapter has discussed concentration in the radio industry as a matter of companies
accumulating more radio stations. But not all radio stations are equally valuable, for two
reasons. First, different stations acquire different kinds of licenses from the FCC in terms of
how and where the FCC will allow the station's antenna to broadcast. Those differences­
AM or FM, high or low wattage, tall or short tower, and so on-affect how many listeners a
radio station can reach with its broadcast signal. Second, different stations will be more
popular among listeners than others. Many factors might detennine how many people listen
to a station, such as: the type and quality ofprogramming on the station; the station's place in
the range ofAM or FM frequencies (which corresponds to being on the left, middle, or right
of the dial on older-style radios); the history of how many people have been in the habit of
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tuning into the station; and the amount of advertising the radio station does or buys for itself,
for instance, over the air or on billboards.

Stations with more listeners will be more attractive to advertisers and thus will get more
advertising revenue, all else equal. So measuring listenership and station revenue helps one
understand a station's economic and social influence. Stations that reach more listeners
might therefore have a larger role in providing entertainment, disseminating news and
information, or other cultural activities. Furthermore, radio companies that own stations with
more total listeners and greater total advertising revenue will have a larger influence in the
radio industry and in society generally.

Figure 1-8 shows the concentration of commercial radio listenership nationwide in 2001 and
2005 as a pie chart.24 Listenership is measured by the Arbitron Company in a statistic called
"metro cume persons," which estimates the number of individual people who listened to a
station for at least five minutes within a fifteen-minute period. The national share oflisteners
for a particular radio company is the sum of the metro cume persons for each station the
company owns divided by the total number of metro cume persons for all U.S. stations. In
Figure 1-8, the top ten radio companies' shares of listeners are broken out into separate slices
of the listenership pie; the figure denotes the remaining thousands of companies and
organizations as "all others."

Measuring radio concentration by listener share, as in Figure 1-8, shows even greater
concentration than simply measuring by the number of stations owned. Clear Channel's
share of nationwide listeners exceeded 27 percent by 2005, having grown slightly since 2001.
Infinity, formerly a subsidiary ofViacom and now called CBS Radio, saw its listener share
decline from 15.5 percent to 13.6 percent over four years. But many of the other top-ten
radio companies saw growth in their listener share over the last four years. Overall, the top
ten radio companies had a total market share of65.3 percent in 2005, up slightly from 64.3
percent in 2001.

24 Listener ratings data are only available for commercial stations in the BIA Financial Networks
database. Source data: Media Access Pro (Radio Version), BIA Financial Networks, November 2005
data.



Figure 1-8. National Share of Radio Listeners, Commercial Sector, 2001 and 2005.
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Unfortunately, statistics on metro cume persons at regular intervals over a longer historical
period are not easily available. But Figure 1-8 does provide suggestive information about the
Telecom Act's effect on listener share, since Clear Channel could not have enjoyed 27
percent market share nationwide when it owned just 39 stations back in 1995.

How Concentration ofRevenue Share Has Increa~edOver Time

Fortunately, estimates of annual advertising revenue for each radio station are available on a
yearly basis dating from before the Telecom ACt. 25 Measures of revenue concentration apply
only to the commercial sector; BIA Financial Networks does not estimate station-level
revenue for noncommercial entities.

Table 1-4 shows revenue market share statistics for the earliest and latest years currently
available, 1993 and 2004.26 Note that, for the 1993 statistics, "Infinity Broadcasting" and
"Infinity Broadcasting Corporation" are listed as separate entities. BIA Financial Networks
explains that corporate entities that are either totally distinct or that are related but structured
or financed in different ways have been distinguished in their database by keeping or leaving
out suffixes like "Corporation," "Company," "Incorporated," and the like.

Table 1-4. Top Ten Commercial Owners by Estimated Revenue of Stations Owned.

Rank 1993 Top Ten Revenue Market 2004 Top Ten Revenue Market
Owners ($000) Share Owners ($000) Share

1 CBS 235,900 3.8% Clear Channel 3,560,125 26.3%
2 Capital Cities/ABC 226,600 3.7% Infinity 2,207,500 16.3%

3 Lehman Brothers 160,200 2.6% Cox Radio 485,600 3.6%
4 Infinity Bcstg. Corp. 113,900 1.8% Entercom 479,125 3.5%

5 Shamrock Holdings 105,000 1.7% ABC/Disney 454,700 3.4%

6 Westinghouse Bcstg. 101,400 1.6% Citadel 406,957 3.0%

7 Clear Channel 99,970 1.6% Radio One 375,500 2.8%

8 Infinity 97,800 1.6% Univision 325,275 2.4%
9 Bonneville In!,1 92,400 1.5% Cumulus 321,275 2.4%

10 Cox Radio 91,150 1.5% Emmis 311,175 2.3%

One can go beyond Table 1-4 to look instead at how aggregate measures of nationwide
consolidation have changed in recent years in the commercial sector. This chapter considers
four different measures of concentration over time. Three of the measures are concentration
ratio measures, or CR measures for short. A concentration ratio simply involves adding up
the market shares of a certain number of companies. For example, the abbreviation "CR2"

25 BIA Financial Networks estimates the amount of advertising revenue each station collects each
year. Actual accounting records of station revenue are either not reported on a station by station basis
by large radio companies or, for small companies, are not required to be reported in public financial
statements. Note that radio companies may have revenue from other sources beyond advertising;
BIA's measure does not purport to include those other sources.
26 Source data: Media Access Pro (Radio Version), BIA Financial Networks, November 2005 data.
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refers to the particular concentration ratio that is the total market share ofthe two companies
with the greatest market share. "CRIO" would refer to the total market share 0 f the top ten
companies, as mentioned earlier with regard to Figure 1-8.

The other measure ofconcentration is the sum of the squared market shares of every radio
company. Economists and antitrust lawyers call this the Herfindahl-Hirschman index, or
HHI. This measure is useful because it can distinguish between an industry with one
dominant company and an industry with a few large companies (but no single dominant
company). One might think that the fast-food hamburger industry, with McDonald's, Burger
King, and Wendy's, has important differences compared to the computer operating system
industry, which Microsoft has long dominated. The concentration ratio measures can miss
these differences.

Consider an example with two industries. In the fIrst industry, the very large company might
have 99 percent market share while the small company has 1 percent. The HHI for that
industry would be the sum of the squared market shares, that is, (99i + (Ii, or 9802. In the
second industry, the equally large companies each have 50 percent market share. There, the
HBI would be (50i + (50)2 = 5000. The HBI in the fIrst industry is almost twice as large,
telling us that the fIrst industry has much greater concentration than the second. Now
compare the CR2 measure in both industries. The CR2 would be 100 for both (either 99 + 1
or 50 + 50), obscuring the important difference in concentration. While the CR measures are
easier to calculate and understand, the HHI measure provides valuable information about the
relative sizes of the largest fIrms, not just the total market share of the largest fIrms.

When evaluating mergers, the Justice Department uses a rule of thumb that an industry of an
HHI between 1000 and 1800 is concentrated, enough to warrant some concern about any
future mergers. (An HBI greater than 1800 is highly concentrated.) Some economic theories
predict that, in a concentrated industry, companies can artifIcially raise prices, stifle would­
be competitors, or reduce the quality of their products or services.

In Figure 1-9, the HBI based on the revenue market shares in the radio industry is plotted as
a red line against the left-hand axis (ranging from 0 to 1400).27 The CR2, CR4, and CRIO
measures are plotted against the right-hand axis. All four measures start very small and
increase rapidly between 1995 and 2000, before declining somewhat from 2001 to 2004.

27 Source data: Media Access Pro (Radio Version), BIA Financial Networks, November 2005 data.



1L OO -

12.00 -
Ii"
QI

1000 t
ii
~

III

~
l'II
:Iii BOO
"C
!
III
:I
C' 600III...
c
e
:I 400
~

~::c

Figure 1-9. Four Measures of Revenue Concentration
in Radio's Commercial Sector, 1993-2004.
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Figure 1-9 shows that nationwide concentration in the radio industry merit" concern. In
1993, the HHI for the radio industry was 81. In 2004, the HHI for radio was 1046-down
from a peak of 1166 but still within the range ofcaution according to the Department of
Justice's merger guidelines.

More broadly, Figure 1-9 represent" ,Yhat happened when the Telecom Act eliminated the
National Radio Ownership Rule. The radio industry changed from an unconcentrated
industry to a concentrated industry in a matter ofjust five years.

The Telecom Act Has Failed Radio on All Fronts

To provide a sense of what has resulted from the increased concentration of ownership, this
section shows that:

Across 155 markets, radio listenership has declined over the past fourteen years for
which data are available, a 22 percent drop since its peak in 1989.
Large radio companies are not in generaL more efficient at creating revenue with
their ratings, showing that bigger is not necessarily better.



The Long Decline in Radio Listening

An obvious and imporlanlmeasure of radio's popularily is how many peapl e lune in lo lislen.
A radio-induslry slalislic called lhe Average Person Rating, or APR provides one measure
oflislenership. Il refers lo lhe pcrcenlagc oflhe populalion lislening lo radio wilhin a markel
at any particular moment, across both commercial and noncommercial stations. Jim Duncan
of Duncan's American Radio has collecled APR slalislics for 155 markels from 1976 lo
2003. Figure 1-10 presenllhe average APR across lhose 155 markels over lhallime period28

Figure 1-10 shows lhal radio lislenership, as measured by lhe average APR across markels,
peaked at 17.6 percent in 1989, declining to a historic low of 13.8 percent in 2003 (the last
year for vdlich lhese dala are available). This represenls a 22 percenl decline in APR over
fourleen years. From ils level of 16.4 pcrcenl in 1995, jusl before lhe Telecom Ad, lhe
average APR across markels declined 16 percenl.

Figure 1-10. Radio Listenership as Measured by Average APR (Average Person
Rating) Across 155 Markets, 1976-2003.
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Most of the decline in listenership has occurred during the time of rapid consolidation of
station ownership that this chapter has documented. If greater consolidation served the
listening public well, one would expect radio listenership to have increased, to have stopped
decreasing, or at the very least to have decreased at a slower pace. But in fact, the decline in
radio listenership has accelerated during the post-Telecom Act period of consolidation.

The decline in listenership may have several different causes. But because the decline began
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Table 1-5. Power Ratio of Top Ten Owners, 2001 and 2005.

Rank
2001 Top Ten Stations Power 2005 Top Ten Stations Power

Owners Owned Ratio Owners Owned Ratio
1 Clear Channel 1,198 1.07 Clear Channel 1,184 1.06
2 Cumulus 237 1.04 Cumulus 298 1.04
3 Citadel 178 1.06 Citadel 223 1.08
4 Infinity 176 1.18 Infinity 178 1.20
5 Entercom 98 1.05 SalemComm. 104 1.00
6 Salem Comm. 82 1.24 Entercom 103 1.05
7 Cox Radio 78 1.11 Saga Comm. 86 1.10
8 Radio One 62 0.72 Cox Radio 78 1.01
9 Regent Comm. 61 1.04 Regent Comm. 74 1.03
10 NextMedia Group 56 0.86 ABC/Disney 72 0.94

INDUSTRY AVG. 1.05 INDUSTRY AVG. 1.04

The evidence for the theory that bigger radio companies get a greater share of advertising
revenue relative to their share of listeners is mixed. In both 2001 and 2005, five companies
within the group of top ten radio companies were at or below the industry average in power
ratio. Looking at the two largest radio companies by listenership and revenue, one sees that
the average Clear Channel station has a power ratio only slightly above the industry average,
while the average Infinity station has a consistently higher-than-average power ratio.

Statistically, the correlation between the average power ratio for a company's stations and the
number of stations that company owns lies between 0.006 and 0.008 (on a scale from 0 to 1)
depending on the year. This is a weak correlation, certainly too weak to justifY the sweeping
changes like those the Telecom Act brought to radio. The power ratio measure provides little
evidence that bigger radio companies turn listeners into advertising revenue any more
efficiently than smaller ones.

This failure of the largest radio companies to deliver greater advertising revenue per listener
might explain partially the sagging stock price ofcompanies like Clear Channel, whose share
price is at its lowest level in nearly seven years and has exhibited a steady downward trend
since its peak in late 2001. The stock prices of Citadel, Cumulus, Emmis, Entercom, and
Radio One display similar downward trends over the past two to five years, depending on the
company and when its stock went public.

Media Company Break-Ups and What They Mean

On November 16,2006, private equity firms announced that they will pay $19 billion in cash
plus $8 billion in assumption of debt to purchase Clear Channel. 29 According to early
reports, the new owners plan to sell off Clear Channel's television stations as well as 448

29 Angela Moore, "Clear Channel Agrees to $18.7 Billion Buyout," Marketwatch.com, Nov. 27, 2006
(corrected version).
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radio stations in medium- and small-sized markets. 3D The buy-out comes on the heels of
Clear Channel separating its radio/television business from its billboard business and
spinning offits concert-venue business in 2005.31 Providing additional context for questions
about the value of media mergers, Viacom also recently split itself into two halves. The new
CBS half took over the radio, billboard, and network-television properties and the new
Viacom half took over the movie and cable-television properties?2 Since the split, CBS's
chief executive has discussed selling off some of its radio stations.33

These developments provide even more evidence that economies of scale in radio did not
materialize. Why not? One explanation is that diseconomies of scale are just as possible as
economies of scale in theory and in practice. Large, national companies might have a harder
time meeting local listeners' needs, managing their employees effectively, or responding
quickly to challenges from competitors. In a recent New Yorker article, finance and
economics columnist James Surowiecki has pointed out that the top two companies in an
industry often waste resources and attention on crushing each other, rather than serving
customers or even achieving profitability.34 He uses the recent technological "arms race"
between Microsoft and Sony in the video-game industry to show that having the biggest
market share can actually lead to lower profit margins.

Surowiecki's story fits Clear Channel's experience to a tee. Acquiring a massive number of
radio stations-including a virtual monopoly in the small Casper, Wyoming market-was
part of the bigger-is-better strategy. Clear Channel could offer something its next-largest
radio competitor could not: advertising time in almost 200 markets. Advertisers with
products to distribute nationally would, in theory, benefit from an offer of one-stop shopping
or volume discount pricing. But the extended decline in Clear Channel's stock price shows
that this version of the bigger-is-better strategy has not translated into profits.

Another aspect of Clear Channel's bigger-is-better strategy was to acquire holdings in other
media beyond radio. With television stations and billboards, Clear Channel could offer
advertising time or space on multiple platforms. And with its concert-venue holdings, it
planned to cross-promote musicians' concerts, radio appearances, and radio airplay. But
these cross-media mergers have not succeeded either, even in business terms. What's worse,
such strategies have led to allegations of illegality. In addition to their attempts to take
advantage of economies of scale, Clear Channel's strategy has also involved: accepting

30 Press Release, "Clear Channel Announces Plan to Sell Radio Stations Outside the Top 100 Markets
and Entire Television Station Group," November 16,2006, available at
http://www.c1earchannel.com/Corporate/PressRe1ease. aspx?PressReleaseID=1825 (last visited
December 2, 2006).
31 Press Release, "Clear Channel Communications Announces Planned Strategic Realignment of
Businesses to Enhance Shareholder Value," April 29, 2005, available at
http://www.c1earchanne1.com/Corporate/PressRe1ease. aspx?PressReleaseID=1438 (last visited
December 2, 2006).
32 See, for example, "Sunmer Scores Split Decision," Daily Variety, June 15,2005, p. I.
33 "CBS, After Viacom Split, Posts Soft Profit Amid Radio Weakness," Wall Street Journal, April 27,
2006,p. B2.
34 James Surowiecki, "In Praise of Third Place," New Yorker, December 4,2006, p. 44.
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payments from independent promoters on behalf of record companies seeking airplay for
their artists (the new form of payola);35 using their businesses outside radio to pressure
musicians and discriminate against other owners of radio stations;36 and employing
questionable accounting practices.37

Radio companies of unprecedented size have, by definition, reduced competition in the true
economic sense of having multiple companies competing on a level playing field. They have
even failed to generate benefits for investors. In light of this, Congress and the FCC should
become skeptical about the need for "regulatory relief' to allow media companies to grow
even larger than they already are. Furthermore, now that 448 Clear Channel stations might
be on the selling block, the FCC should consider directing that these stations go to small,
independent, local, or minority owners. A precedent for such action exists in proposed FCC
initiatives to promote minority ownership of media outlets38 and in the FCC's general power
over the licensing process, discussed earlier in this chapter. Thus, the recent media breakups
offer a chance for the FCC to take the initiative and play an extremely positive role in
enhancing competition, localism, and diversity in radio.

35 Clear Channel admitted using independent promoters until 2003, when it ceased the practice while
denying its illegality. Then, as a result of the New York State Attorney General's investigation of
payola, Clear Channel dismissed two employees named in the evidence against the record companies.
See Ken Tucker and Katy Bachman, "CC Axes Two After Payola Probe," Mediaweek.com, October
12,2005, at http://www.mediaweek.com/mw/news/recent_display.jsp?vnu_content_id= I00 1304228
(last visited December 2, 2006). The investigation by the New York State Attorney General has
expanded from the record companies to the radio companies. Separate settlement talks with the FCC
continue. See Brian Ross, "Radio Conglomerates in Talks to Settle Payola Probe," ABCNews.com,
April 3, 2006, at http://abcnews.go.com/Business/story?id=1800141&page=1 (last visited December
2,2006).
36 Clear Channel executives have reportedly threatened to deny musicians airplay on their radio
stations if the musicians do not perform at Clear Channel venues on tour. The company has also
refused to continue distributing content produced by Premiere Networks, which Clear Channel owns,
to non-Clear-Channel radio stations. See Eric Boehlert, "Radio's Big Bully," Salon.com, April 30,
200 I (last visited December 2, 2006).
37 Clear Channel's concert business, now spun off and named Live Nation, has been embroiled in a
lawsuit with the city of Mountain View, California, for racketeering, fraud, and theft of public funds,
among other charges. See Ray Waddel, "Audit Bad News for Clear Channel," Billboard, September
28,2005.
38 See, for example, Senator John McCain's proposed tax certificate program, Telecommunications
Ownership Diversification Act of2003, S.267, 108th Congress; or former FCC Chairman William
Kennard's proposed initiatives, Office of the Chairman, "Studies Indicate Need to Promote Wireless
and Broadcast License Ownership by Small, Women- and Minority-Owned Business," December 12,
2000, at http://www.fcc.gov/Bureaus/Enforcement/News_Releases/2000/nren0034.html(last visited
December 5,2006). Such initiatives can be designed to comply with the requirements of the Supreme
Court's affirmative-action jurisprudence. See Leonard M. Baynes, "Life After Adarand: What
Happened to the Diversity Rationale for Affirmative Action in Telecommunications Ownership?," 33
University olMichigan Journal olLaw Reform 87 (Falll999lWinter 2000).
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Conclusion

Declining listenership and the questionable financial benefits of bigger radio companies
suggest that the Telecom Act has failed both citizens and long-term investors. So who has
gained? The main beneficiaries have been managers and executives of incumbent radio
companies, speculative short-term investors, and law firms and investment banks that
received fees for orchestrating the many mergers and acquisitions (and now the media
breakups) following the Telecom Act.

This chapter has shown that by relaxing and then eliminating the National Radio Ownership
Rule, the FCC and Congress allowed the radio industry to transform dramatically. What
once was an unconcentrated industry of small radio owners has become a concentrated
industry nationally. Chapters 2 and 3 explore in more detail how radio consolidation has
affected the public, by examining the effect ofradio consolidation on local markets and on
programming.
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Executive Summary

lust three years after the Third U.S. Circuit Court of Appeals rejected sweeping policy changes that
would have dramatically altered our nation's media landscape, the Federal Communications
Commission is once again considering eliminating longstanding limits on media ownership. These
changes could have a tremendous negative impact, especially on broadcast outlets owned by women
and minorities.

In its landmark Prometheus v. FCC decision, the Third Circuit chastised the FCC for ignoring the issue
of female and minority ownership. But since then, the FCC has done very little to address the issue.
The FCC has abdicated its responsibility to monitor and foster increased minority and female
broadcast ownership. In fact, the Commission cannot even account for the current state of female and
minority ownership in this country.

This study provides the first complete assessment and analysis of female and minority ownership of
full-power commercial broadcast radio stations operating in the United States. It follows a similar
analysis of female and minority broadcast television ownership, Out of the Picture, published last fall.

Because this study represents the first ever complete assessment of all licensed commercial radio
stations, it cannot and should not be compared with previous reports from the National
Telecommunications and Information Administration (NTIA) or summaries produced by the FCC. All
previous efforts by these agencies left out significant numbers of minority owners (and female owners,
in the FCC's case). No conclusions about changes over time can be drawn from this report. Likewise,
previous academic and other studies using these flawed data are inaccurate or incomplete.

The study shows that media consolidation is one of the key factors keeping female and minority
station ownership at low levels. As consolidation cuts back the already limited number of stations
available, women and people of color have fewer chances to become media owners and promote
diverse programming.

The information contained in Off the Dial will enable policymakers at the FCC and in Congress to
make informed conclusions about the state of the broadcast marketplace and the impact of media
consolidation on female and minority radio station ownership. Taken together, the findings of this
study should raise serious concern.

The Dismal State of Female and Minority Ownership

The results of this study reveal a dismally low level of female and minority ownership of radio stations
in America that has left two-thirds of the U. S. population with few stations representing their
communities or serving their needs.

Women own just 6 percent of all full-power commercial broadcast radio stations, even though
they comprise 51 percent of the U. S. population.

Racial or ethnic minorities own just 7.7 percent of all full-power commercial broadcast radio
stations, though they account for 33 percent of the U.S. population.

o Latinos own just 2.9 percent of all U.S. full-power commercial broadcast radio stations,
but they comprise 15 percent of the U. S. population and are the nation's largest ethnic
minority group.
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o African-Americans own only 3.4 percent of this country's full-power commercial
broadcast radio stations, but account for 13 percent of the entire U.S. population.

o People of Asian descent own less than 1 percent of full-power commercial broadcast
radio stations, though they make up 4 percent of the U.S. population.

o Non-Hispanic white owners control 87.2 percent of the full-power commercial
broadcast radio stations operating in the United States.

Radio Station Ownership Lags Behind Other Economic Sectors

Our previous study, Out of the Picture, found that female and minority ownership of broadcast
television stations was similarly anemic. Women own 5 percent of broadcast TV stations, while people
of color own just 3.3 percent of stations.

These groups' level of radio station ownership is only slightly higher, despite the fact that the cost of
operating a radio station is dramatically lower than a TV station. Moreover, radio station ownership is
very low compared to the levels seen in other commercial industry sectors:

According to the most recent figures available, women own 28 percent of all non-farm
businesses.

Racial and ethnic minorities owned 18 percent of all non-farm businesses, according to the
most recent data.

In sectors such as transportation and health care, people of color own businesses at levels near
their proportion of the general population. But in the commercial radio broadcast sector the
level of minority ownership is over four times below their proportion of the general
population. That's lower than every sector of the economy tracked by the Census Bureau except
for mining and enterprise management.

No Diversity at the Top of Station Management

Not only are few stations owned by women and people of color, but commercial stations have very few
women and minorities at the top - in the positions of CEO, president or general manager.

lust 4.7 percent of all full-power commercial broadcast radio stations are owned by an entity
with a female CEO or president.

o Only 1 percent of the stations not owned by women are controlled by an entity with a
female CEO or president.

lust 8 percent of all full-power commercial broadcast radio stations are owned by an entity with
a CEO or president who is a racial or ethnic minority.

o Less than 1 percent of stations not owned by people of color are controlled by an entity
with a minority CEO or president.

However, minority-owned stations are significantly more likely to be run by a female CEO or president
than non-minority-owned stations, and female-owned stations are significantly more likely to be run
by a minority CEO or president than non-female-owned stations. And both female-owned and
minority-owned stations are significantly more likely to employ a woman as general manager.
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Female and Minority Owners Control Fewer Stations per Owner

Female and minority owners are more likely to own fewer stations per owner than their white male
and corporate counterparts. They are also more likely to own just a single station.

Of all the unique minority owners, 67.8 percent own just a single station. However, only 49.6
percent of the unique non-minority owners are single-station owners.

60.8 percent of the unique female owners are single-station owners, versus just 50.4 percent of
the unique non-female station owners.

Only 24.4 percent of the unique minority station owners are group owners -- owning stations
in multiple markets, or more than three stations in a single market -- compared to 29.5 percent
of non-minority owners.

Just 16.9 percent offemale owners are group owners, versus 30.4 percent of non-female
owners.

Overall, racial and ethnic minorities own 2.6 stations per unique owner compared to 3.9
stations owned per unique white, non-Hispanic owner.

Women own 2.1 stations per unique owner compared to 4.1 stations owned per unique male
owner.

Female- and minority-owned stations differ from non-female- and non-minority-owned stations in
other ways as well. For example, women and people of color are more likely to own less valuable AM
stations and their stations are more likely to be found in larger, more populated markets.

Female- and Minority-Owned Stations Are More Local, More Often

Localism is supposed to be one of the FCC's key considerations in crafting media ownership
regulations. Local owners, in theory, are more connected to the communities they serve and thus in a
better position to respond to public needs than absentee owners who reside hundreds or thousands of
miles away.

Our study found that female owners are significantly more likely to be local station owners.

64.4 percent of all female-owned stations are locally owned, versus just 41.6 percent of non­
female-owned stations.

For minority-owned stations, the relationship is somewhat more complex because the minority
population is more concentrated in certain areas. Minority-owned stations are more likely to be locally
owned than non-minority-owned stations in larger markets, which have bigger minority populations.

Among all radio stations, 43 percent of minority-owned stations are locally owned, the same
level as non-minority-owned stations.

o But in Arbitron radio markets (where four out of every five minority-owned stations are
located, and which have significantly higher minority populations), 38.3 percent of
minority-owned stations are locally owned, versus 29.4 percent of non-minority-owned
stations.
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o In unrated markets (which have significantly lower minority populations), 56 percent
of minority-owned stations are locally owned, compared to 62.9 percent of non­
minority-owned stations.

Female- and Minority-Owned Stations Thrive in Less-Concentrated Markets

Our analysis suggests that both female- and minority-owned stations thrive in markets that are less
concentrated. Markets with female and minority owners have fewer stations per owner on average
than markets without them.

The level of market concentration is significantly lower in markets with female and minority
owners.

The probability that a particular station will be female- or minority-owned is significantly lower
in more concentrated markets.

The probability that a particular market will contain a female- or minority-owned station is
significantly lower in more concentrated markets.

Female- and minority-owned stations are more likely to be found in each other's markets.

Allowing further industry consolidation will unquestionably diminish the number of female- and
minority-owned stations. The FCC should seriously consider these consequences before enacting any
policies that could further concentration.

Female and Minority Ownership Is Low, Even When They're in the Majority

The study shows that women and people of color everywhere - regardless of their proportion of the
population in a given market - have very few owners representing them on the radio dial.

The average radio market has 16 white male-owned stations for every one female-owned and
every two minority-owned stations.

Minority-owned stations are far more likely to be found in markets with higher minority populations.
But even in these markets, the level of minority ownership is stilI low.

Minority-owned stations are found in about half of all Arbitron radio markets.

In 288 of the 298 U.S. Arbitron radio markets, the percentage of minorities living in the
market is greater than the percentage of radio stations owned by minorities.

23 of the 298 U.S. Arbitron radio markets have" majority-minority" populations. But in these
markets, too, the percentage of radio stations owned by people of color is far below the
percentage of minority population.

o In two of these "majority-minority" markets (Stockton, Calif. and Las Cruces, N.M.),
people of color own no stations.

Minorities own more than one-third of a market's stations in just seven of the nation's 298
radio markets. Minorities own more 25 percent of a market's stations in just 24 of the nation's
298 radio markets.
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Despite making up half the population in every market, the level offemale-station ownership is still
extremely low across the board.

Female-owned stations are found in about 40 percent of all Arbitron radio markets.

The Stamford-Norwalk, Conn. market is the only market in the United States where women
own more than half of the stations.

Women own more than one-third of a market's stations in just six of the nation's 298 radio
markets. Women own more than 25 percent of a market's stations in just 18 of the nation's
298 radio markets.

Format Diversity, Market Revenue and Audience Share

Minority owners are more likely to air formats that appeal to minority audiences, even though other
formats are more lucrative. Choosing these different formats has a practical impact on the market
status of minority-owned stations, as measured by audience ratings and share of market revenues.

Among the 20 general station format categories, minority-owned stations were significantly
more likely to air "Spanish," "religion," "urban," and "ethnic" formats. The Spanish and
religion formats alone account for nearly half of all minority-owned stations.

Primarily because the Spanish, religion and ethnic formats attract smaller segments of the
market, the average audience ratings share and share of market revenue held by minority­
owned stations is significantly lower than the ratings and revenue shares of non-minority­
owned stations.

Ownership and Programming Diversity: A Case Study of Talk Radio

Though the focus of this study was on structural ownership, recent controversy surrounding remarks
by two prominent talk radio hosts - Rush Limbaugh and Don Imus - spurred an examination talk
radio programming on minority- and female-owned stations. We found:

No minority-owned stations aired "Imus in the Morning" at the time of its cancellation.

All minority-owned stations and minority-owned talk and news format stations were
significantly less likely to air "The Rush Limbaugh Show," as were female-owned stations.

Having a minority- or female-owned station in a market was significantly correlated with a
market airing both conservative and progressive programming.

Overall, markets that aired both progressive and conservative hosts were significantly less
concentrated that markets that aired just one type of programming.

These results suggest that diversity in ownership leads to diversity in programming content. This result
may seem obvious. But policymakers may have forgotten the reason behind ownership rules and
limits on consolidation: Increasing diversity and localism in ownership will produce more diverse
speech, more choice for listeners, and more owners who are responsive to their local communities.
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Bottom Line: Consolidation Keeps Women and Minorities Off the Dial

The results of this study - like Out of the Picture - indicate a perilous state of under-representation of
women and minorities in the ownership of broadcast media. The results also point to massive
consolidation and market concentration as one of the key structural factors keeping women and
minorities from accessing the public airwaves.

Before the FCC moves to further increase local market concentration by abandoning longstanding
ownership rules, it should carefully consider the potential harms this shift in policy will bring to the
underrepresented communities of this country. It is not sound policymaking to assert that diversity,
localism and female/minority ownership are important goals, then to ignore the effects that rule
changes would have on those goals.

In the short term, Congress should act to expand the low-power FM radio service and order the FCC
to make available thousands of new licenses. The interference problems cited to curtail community
radio in the past have been disproved, and opening these slots on the dial would undoubtedly help
promote minority ownership. This is not a long-term fix, but it is certainly a step in the right direction.

Even if Congress or the FCC were to enact other measures aimed at increasing female and minority
participation in full-power broadcast ownership - from tax credits to digital channel leasing -- these
efforts will likely be futile in an atmosphere of increased consolidation. The best way to ensure a
diversity of owners on the public airwaves is to roll back media consolidation.
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Introduction

In 2003, the Federal Communications Commission approved a series of sweeping policy changes that
promised to completely alter the mass media marketplace. 1 But when formulating the rules, the FCC
- then under the leadership of Chairman Michael Powell - acted with little regard for public input
or reasoned social-scientific policy analysis. Consequently, Powell's rule changes were met with an
unprecedented public outcry and congressional backlash2

, before ultimately being overturned by the
courts3

Three years later, the FCC is poised to once again force rule changes upon an unwilling public.
However, the public outcry in 2003 and the court's rejection of the 2003 rule changes have forced the
current chairman, Kevin Martin, to act more cautiously this time around. In July 2006, the FCC issued
a Further Notice of Proposed Rulemaking, soliciting public comment on the issues raised on remand by
the Third U.S. Circuit Court of Appeals in its Prometheus v. FCC decision. 4 As a part of this review,
Chairman Martin has promised to hold six hearings across the country to seek public input into the
rulemaking process and commissioned a series of still unfinished studies on the issue. s

A key issue before the Commission is how the rule changes will impact female and minority
ownership of broadcast radio and television outlets. This report provides the first complete and accurate
assessment and analysis of female and minority full-power commercial broadcast television ownership.
The purpose of this study is to provide the public, Congress and the FCC with a complete
understanding of the state of minority and female radio ownership, as well as the potential effects of
proposed rule changes on female and minority ownership.

Because this study represents the first ever complete assessment of all licensed commercial radio
stations, these results should not be compared with previous reports on minority ownership. No
conclusions about changes over time can be drawn from this report. Previous studies by National
Telecommunications and Information Administration (NTIA) and the ownership summaries
produced by the FCC were structured in a way that led to the exclusion of significant amounts of
minority owners (and female owners, in the case of the FCC). Likewise, academic and other studies
based on this flawed data are incomplete or inaccurate.

I Reportand Order and Notice ofProposed Rulemaking in the Matterof2002 Biennial Regulatory Review- Review of the Commission's Broadcast
Ownership Rules andOther Rules Adopted Pursuant to Section 202 of the Telecommunications Actof1996;Cross-Ownership ofBroadcQst Stations and

Newspapers; Rules and Policies Concerning Multiple Ownership ofRadio Broadcast Stations in Local Markets; Definition of RadioMarkets; Definition of
Radia Markets far Areas Nat Lacated in an Arbitron Survey, MB Docket Nos. 02-277. 01 -23S. 01-317.00-244.03-130, FCC 03-127 (2003). Herei n
referred to as "2003 Order."
, Ben Scott. "The Politics and Policy of Media Ownership." American University Law Review. Vol. 53.3. February 2004.
3 Prometheus Radio Project, etal. v. F.C.C.. 373 F.3d 372 (2004) (herein referred to as ·Prometheus"). stay modified on rehearing. No. 03-3388 (3d Ci r.
Sept. 3. 2004). cert. denied. 73 U.s.L.w. 3466 (U.s. June 13.2005).
4 Further Notice ofProposed Rulemaking, in theMatterof2006 Quadrennial Regulatory Review- Review of the Commission's BroadcQstOwnership
Rules and Other Rules AdoptedPursuant toSection2020fthe Telecommunications Actof 1996; 2002 Biennial Regulatory Review - Review of the

Commission's BroadcastOwne rship Rules and Other Rules Adopted Pursuant to Section202 of the Telecommunications Act of 1996;Cros5-0wnership of
Broadcast Stations and Newspapers; Rules and Policies Concerning Multiple OwnershipofRadioBroadcQst Stations inLocaIMarkets,-Definition ofRadio

Markets. MB Docket Nos. 06-121; 02-277; 01 -235; 01 -3 17; 00-244. FCC-06-93 (2006); Herein referred to as "Further Notice."
5 Hearings have been held in Los Angeles, Nashvi lie, Harrisburg, Pa.; and Ta mpa Fla. See http://www.stopbigmedia.com/=hearingsfor
information about these hearings, including detailed ownership summaries for these markets.
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Minority and Female Radio Ownership: A Sorry History

Historically, women and racial and ethnic minorities have been under-represented in broadcast
ownership due to a host of factors -- including the fact that some of these licenses were originally
awarded decades ago when the nation lived under segregation. The FCC, beginning with its 1978
Statement of Policy on Minority Ownership of Broadcasting Facilities, repeatedly has pledged to remedy
this sorry history. 6

Congress also has recognized the poor state of female and minority ownership. The
Telecommunications Act of 1996 ("The Act") contains specific language aimed at increasing female
and minority ownership of broadcast licenses and other important communications media. 7 The Act
requires the FCC to eliminate "market entry barriers for entrepreneurs and other small businesses"
and to do so by "favoring diversity of media voices."s The Act also directs the Commission when
awarding licenses to avoid "excessive concentration of licenses" by "disseminating licenses among a
wide variety of applicants, including small businesses, rural telephone companies, and businesses
owned by members of minority groups and women.,,9

The FCC initially appeared to take this mandate seriously. In 1997, the Commission completed a
proceeding, as required by the Act, which identified barriers to entry for small businesses (and has
been interpreted to include minority- and female-owned entities) and set forth the agency's plan for
eliminating these barriers.] 0 Unfortunately, subsequen t triennial reports have lacked substance. ]]

In 1998, the Commission further demonstrated its seriousness by taking a crucial first step to
determine the actual state of female and minority ownership of broadcast radio and television stations.
That year, the FCC began requiring all licensees of full-power commercial stations to report the gender
and racefethnicity of all owners with an attributable interest in the license. 12 In the Form 323 Report
and Order, the Commission stated:

Our revised Annual Ownership Report form will provide us with annual information on the
state and progress of minority and female ownership and enable both Congress and the
Commission to assess the need for, and success of, programs to foster opportunities for
minorities and females to own broadcast facilities. 13

Other than this monitoring effort, the FCC has done very little to promote female and minority
broadcast ownership (and the follow-up on this monitoring has been abysmal). In its 1999 Order that
allowed television duopolies, the Commission paid lip-service to concerns about the policy change's

(, StatementofPolicy onMinority Ownership ofBroadcasting Facilities. 68 FCC 2d. 979. 980 n. 8 (1978).
7 47 U.s.C.§257. §309(j)
g Section 257 is contained within Title II of the Communications Act and thus does not directly encompass broadcast services. However, the
Commission has interpreted some aspects of the language of §257 to apply to broadcast licensing. In 1998, the Commission stated: "While
telecommunications and information services are not defined by the 1996 Act to encom pass broadcasting, Section 257(b) directs the
Commission to 'promote the policies and purposes of this Act favoring diversity of media voices' in carrying out its responsibilities under Section
257 and, in its Policy Statement implementing Section257, the Com mission discussed market entry barriers inthe mass media services." See FCC
98-281. Report and Order: In the Matterof1998 Biennial Regulatory Review -- Streamlining ofMass MediaApplications Rules, and Processes - Policies
and Rules Regarding Minority and Female Ownership ofMass Media Facilities, MM Docket No. 98-43. November 25.1998. herein after referred to as
the Form 323 Report and Order.
9 47 U.s.c. §309Q)
10 "In the Matter ofSection 257 Proceeding to Identify and Eliminate Market Entry Barriers for Small Businesses." Report. GN Docket No. 96-113. 12
FCC Rcd 16802 (1997).
II In his dissenting statement on the 2004 Section 257 report, Commissioner Michael Copps described the report as a "a slapdash cataloging of
miscellaneous Commission actions overthe past three years that fails to comply with the requi rements of Section 257."
I' 47C.F.R. 73.3615
13 Report and Order, In the Matter of 1998 Biennial Regulatory Review Streamlining ofMassMediaApplications, Rules, and Processes Policies and Rules
RegardingMinority and Female Ownership ofMassMedia Facilities, MM Docket Nos. 98-43; 94-149. FCC 98-281 (1998).
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effect on minority and female ownership, but still went forward with rule changes that allowed
increased market concentration. 14 In 2004, the Commission sought input into how it could better
implement Section 257 of the Act. But this proceeding remains open, and the current chairman has
shown no signs of interest in completing this important matter. 15

In the 2003 Order implementing Powell's rule changes, the FCC assured the public that ownership
diversity was a key policy goal underlying its approach to ownership regulation. 16 However, the Third
Circuit found otherwise, stating that "repealing its only regulatory provision that promoted minority
television station ownership without considering the repeal's effect on minority ownership is also
inconsistent with the Commission's obligation to make the broadcast spectrum available to all people
'without discrimination on the basis of race.' ,,17

The FCC Shows No Concern for Tracking Minority and Female Ownership

Before considering the potential effects of policy changes on female and minority ownership, we must
first know the current state of ownership and evaluate the effects of previous policy changes. No one
should be in a better position to answer these questions than the FCC itself. The Commission
possesses gender and race/ethnicity information on every single broadcast entity and knows exactly
when licenses changed hands.

However, the FCC has no accurate picture of the current state of female and minority ownership, and
shows no sign of taking the matter seriously. Though the Commission has gathered gender and
race/ethnicity data for the past seven years, it has shown little interest in the responsible dissemination
of the information contained within the Form 323 filings.

This lack of interest or concern is made evident by the FCC's own Form 323 summary reports. Station
owners began reporting gender/race/ethnicity information in 1999, and the FCC released its first
"summary report" in January 2003 (for reporting in 2001).18 A second summary followed in 2004 (for
reporting in 2003).19 The most recent report was issued in June 2006 (for the 2004-2005 period).20
However, calling these publications "summary reports" is somewhat misleading, as they are merely a
listing of each minority- or female-owned station's Form 323 response and not aggregated in any
manner. No information on the stations not owned by women or minorities is given.

14 Report and Order, In the Matter of Review of the Commission's RegulationsGoverning Television Broadcasting Television Satellite Stations Reviewaf
Policy ond Rules. MM Docket Nos. 87-8.91 -221. FCC 99-209 (1 999).
15 MB Docket No. 04-228. "Media Bureau Seeks Comment on Ways to Further Section 257 Mandate and to Build on EarlierStudies" DA 04-1 690.
June 15.2004.
I~ See 2003 Order, "Encouraging mi nority and female ownership historically has been an importa nt Comm ission objective, and we reaffirm that
goal here."
17 See Promethe us, note 58.
I' Thoughthis data summary is not directly displayed on the FCCs ownership data page Ihttp:Uwww.fcc.goylownershipldata.html). it can be
downloaded at http://www.fcc.gov/owners hip/ownm ina r.pdf and http://www.fcc.gov(ow ne rs hip/ownfemal.pdf
19 Thoughthis data summary is not directly displayed on the FCCs ownership data page Ihttp://www.fcc.gov/ownership/data.html). it can be
downloaded at http:((www.fcc.goy(ownership(owner minor 2003.pdf and http://www.fcc.gov(ownership(owner female 2003.pdf
20 http://www.fcc.gov/ownership/owner minor 2004-200S.pdfand http://www.fcc.gov/ownership/owner female 2004-200S.pdf
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Closer examination of these summary reports reveals significant problems. For starters, on the FCC
Web site where the most recent summary files are provided for download, there is a paragraph that
explains the purpose of the data and provides a brief summary of the tally.21 This Web site lists the total
number of stations that filed Form 323 or Form 323-E in the 2004-2005 calendar year, and then lists
the total number of stations that the FCC determined are owned by women or people of color. All
commercial stations are required to report the racefethnicity and gender of station owners on Form
323. Form 323-E requires all non-commercial educational stations to report the identity of station
owners, but does not require the disclosure of the racefethnicity or gender information.

However, since stations that file Form 323-E don't report gender or racefethnicity information, It IS
perplexing why the FCC Web site reports the total number of stations that filed either form. This
ambiguous reporting has led to some obselVers using these summaries to erroneously report the wrong
percentage of stations owned. 22

Other problems exist in these summaries. Some station owners listed in the 2003 summary are
missing from the 2004 report but reappear in the 2006 summary, despite the fact that ownership had
not changed during the interim period. Certain stations have ownership interests that add up to more
than 100 percent. In some instances, the type of station facility (AM, FM or TV) is not specified.

But the most alarming problems are ones of omission. Not a single station owned by Radio One is
listed by the FCC, even though the company is the largest minority-owned radio broadcaster in the
United States. Stations owned by Granite Broadcasting, the largest minority-owned television
broadcaster, are also missing from the summary reports. However, examination of the individual Form
323 filings for these stations shows that they are indeed minority-owned. Why aren't they in the FCC's
summary?

The answer likely lies in how the larger-group stations report ownership information, and how the
FCC haIVests the information for their summary reports. Most of the licenses of those stations missed
by the FCC are "owned" by intermediate entities, which are -- in some cases -- many degrees separated
from the "actual" owner. Some stations file more than 20 separate Form 323 forms (one for each
holding entity), with the true owners listed on only one form. And in many cases, the actual
ownership information is attached as an exhibit and not listed on the actual form. Thus the FCC,
which tabulates the information for its summaries by harvesting these electronic forms via an
automated process, misses stations that file in this convoluted and confusing manner.

The Commission's lack of understanding of its own Form 323 data became even more apparent when
the Media Bureau released previously unpublished internal studies that attempted to ascertain the true
state of female and minority broadcast ownership.23 A draft dated November 14, 2005, reports that
there were, as of 2003, 60 television stations and 692 radio stations owned by women; and 15
television stations and 335 radio stations owned by minorities. 24 However, Out of the Picture showed
that by the fall of 2006 there were 44 minority-owned stations, and this was not the result of a massive

~I http'Uwwwfccgoy/ownership/data htm!

~~ For example, Howard University Professor Carolyn M. Byerly in an October 2006 report writes: "FCC data indicate that in 2005, women owned

only 3.4% and minorities owned only 3.60/0 of the 12,844 stations filing reports." This report was based onthe flawed FCC summaries of Form 323
data (see "Questioning Media Access: Analysis of FCC Women and Minority Ownership Data," Benton Foundation and Social Science Research
Council. October 2006). Also, in his book Fighting For Air. New York University Professor Eric Klinenberg writes that "by 2005. the FCC reported
that only 3.6 percent of all broadcast radio and television stations were mi nority-owned, while a mere 3.4 percent were owned by women" (page

28). These are the exact but inaccurate percentages obtained from the information on the FCC 323 summary Web site. They were calculated by
dividi ng the number of reported stations by the total number of stations that fi led Form 323 or Form 323-E (438/1 2.844 ~ 3.4 percent women­
owned; 460/12.844 ~ 3.6 percent minority-owned).
~3 See http://www.fcc.gov/ownership/additional.htmlfor documents released in December of 2006.
~4 http://www.fcc.govlowne rs hip/mate ri als /newly-relea sed/minorityfema IeO11405.pdf
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increase in minority ownership. Indeed, the same FCC draft report indicated just a single African­
American-owned television station in the 2003 sample period. However, a review of Granite
Broadcasting's (an African-American-owned company) Form 323 filing in 2003 showed that they
alone held nine full-power television station licenses. 25 This internal summary is deeply troubling in its
inaccuracy and raises questions about the data analysis ability of Commission staff, and the
commitment of the Commission to accurately monitor female and minority ownership.

This obvious lack of concern is truly troubling given the Commission's legal obligation to foster
improved female and minority broadcast ownership. The FCC has both the raw data and the resources
to adequately address the issues raised by the Third Circuit regarding minority ownership but chooses
instead to ignore this issue and rely on public commenters to do its job.

We hope that recent comments by all five FCC Commissioners indicate that the Commission now
recognizes the importance of addressing this issue. As Chairman Martin recently said, "To ensure that
the American people have the benefit of a competitive and diverse media marketplace, we need to
create more opportunities for different, new and independent voices to be heard. "26

~5 Furthermore, FCC data also indicates that during the timeframe of the FCC analysis, there were at least three more African-American-owned

stations (WJYS. KNIN-TVand KWCV). bringing the number of African-American-owned stations to 12. The FCC document reported two American
Indian-owned stations; but at the time of this draft study, FCC records indi cate at least four American Indian-owned stations (KHCV, KOTV, KWTV,
and WNYB). The FCC document reported four Asian-owned stations; but at the ti me of this draft study, FCC records indicate at least seven Asian­

owned stations (KBFD. WMBC. KBEO. KWKB. KCFG. KEJB and KKJB).
'0 "Remarks of FCC Chairman Kevin J. Martin. 2007 AWRT Annual Leadership Summ it Business Conference. March 9,2007. Available at
http://hraunfoss.fcc.gov/edocs publiclattachmatch/DOC-271 371 A1. pdf. At the same event. Com missioner Robert McDowell stated that the data
on female and minority ownershi p was "extremely troubling" to him, and that he wanted tofind out "why that number is lower than in other
industries." See http://www.broadcastingcable.com/articie/CA6423119.html?title=Article&spacedesc=news.
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Methodology

The universe of licensed full-power commercial radio stations and owners was determined using BIA
Media Access Pro and the FCC's COBS Public Access Databasen BIA Media Access Pro data reflects
ownership status as of February 14, 2007 and includes station sale deals that were announced as of that
date. FCC Form 323 ownership filings were then reviewed, with ownership information assigned
using the most recent filings. 28 In some cases where deals had been announced but not
consummated, FCC Form 315 filings were reviewed to determine the distribution of voting interest,
which in many cases could then be cross-referenced with Form 323 filings to determine the gender
and race or ethnicity of owners. "Ownership" was defined as the gender or race of owners with voting
interest that exceeded 50 percent alone or in the aggregate. If no single gender or race met these
criteria, then stations were assigned "no controlling interest status." This status most often was assigned
to publicly traded corporations where listed entities did not form a majority of the voting interest. The
"no controlling interest" status for gender was also conferred upon entities where a man and a woman
each controlled 50 percent of the voting interest. For each station-owning entity, the gender and
racefethnicity of the CEO, president or managing member was noted using Form 323 filings.

A significant number of stations are not required to file Form 323 because they are owned by sole
proprietorships. Where possible, ownership information for these stations was assigned using publicly
available information. In total, there were 279 stations where race and ethnicity remained unknown,
and 168 stations where gender remained unknown. To more accurately estimate the true level of
minority and female ownership, a stratification of the distribution of ownership by number of stations
owned was performed. Based on these distributions, the true level of ownership was estimated for the
unknown stations.

For stations that were located within an Arbitron-rated radio market, a station was considered locally
owned if the owning entity's main contact address (as listed in BIA Media Access Pro) was within the
same Arbitron market. For stations that were not in rated markets, a station was considered locally
owned if the owner's main contact address was within the same Arbitron Total Survey Area (TSA) as
the station29 or if a station's main contact address was within two counties adjacent to the station's
county oflicense.

Demographic data in BIA Media Access Pro was augmented with Census data to determine the total
minority population in each market. 30 Information about the gender of station general managers was
determined using names in BIA Media Access Pro and other print information. Affiliate information
for radio talk show hosts was gathered from program Web sites on May 8-9, 2007 and not
independently verified.

Statistical analysis methods such as t-tests, OLS, Probit maximum likelihood models, and Heckmen
maximum likelihood selection probability models were used to examine the statistical significance of
station and market-level ownership and station and market-level demographics, as well as differences
in ownership concentration and the airing of talk show programming. Significance levels are
highlighted in each figure where appropriate, and Appendix B details the more complex modeling.

~7 Stations listed by the FCC as "licensed" were the only stations inc! uded in the data set. Stations that had "construction permit-off-air," "licensed
and silent," or "licensed cancelled" status were excluded from the analysis. Also, stations not listed by BIA as noncommercial but which fi led Form
323-E (ownership forms for non-commercial educational stations) were excluded from the data set. Stations in the Puerto Rico Arbitron radio
market were not included in the analysis.
28 In most cases, the most recentfil ings were from 2005-2007.
29 As defined by Arbitron's spring 2007 survey.
30 BIA does not tabulate non-white Hispanic percentages; nor do they tabulate informationfor Native Hawaiian/Pacific Islanders or American
Indian/Alaska Natives.
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The State of Female and Minority Radio Ownership
in the United States

As of February 2007, there were 10,506 licensed full-power commercial radio stations in the United
States. Women own 609 stations, leaving 168 stations where the gender of the owner(s) could not be
determined. After accounting for these unknown gender stations, we estimated that women own 629
stations, or 5.99 percent of all stations.

We determined that 776 of the 10,506 stations are minority-owned. After accounting for the 279
stations where the race/ethnicity of the owner could not be determined, we estimated that minorities
own 812 stations, or 7.76 percent of all stations.

We estimated that of these stations, 362 have black or African-American owners, accounting for 3.45
percent of all stations. Hispanic or Latino owners controlled an estimated 305 stations, or 2.90 percent
of the total. Asian owners control an estimated 92 stations, or 0.88 percent. American Indian or Alaska
Native owners control an estimated 32 stations, or 0.30 percent. There is one Native Hawaiian or
Pacific Islander owner who controls 21 stations31

, or 0.20 percent of all licensed full-power
commercial U.S. radio stations (see Figure 1).

Figure 1: Full-Power Commercial Radio Station Ownership
By Gender and Race/Ethnicity

Percent ofAll
tstlmatea Actual

Number
Commercial

Percent ofAll
Category Owner of

Full-Power
Commercial Full-

Stations
Radio Stations

Power Radio
Stations*

Female 609 5.80 5.99

Male 8,533 81.24 82.44
Gender

No Controlling Interest 1,196 11.37 11.5

Unknown 168 1.59
Amer.Indian/AK Native 30 0.29 0.30
Asian 90 0.86 0.88

Black or African American 346 3.29 3.45
Hispanic or Latino 289 2.75 2.90

Race/Ethnidty Nat.Hawaiian/Pac.!s!. 21 0.20 0.20
All Minority 776 7.39 7.73

Non-Hispanic White 8,921 84.92 87.21

No Controlling Interest 530 5.04 5.06
Unknown 279 2.65
Total 10,50

Source: Tee Torm 323 jllings; Tree Press Research
* Estimates are based on known owners and estimates of the ownership of stations where
ownership gender and/or race could not be determined

By comparison, non-Hispanic white owners control an estimated 9,162 stations, or 87.21 percent of
the total stations. The remaining stations are owned by entities with no single race/ethnicity
accounting for more than 50 percent of the voting interest. In most cases, the stations designated as
having "no controlling interest" are owned by large publicly traded corporations such as Cumulus
Broadcasting, whose voting stock is disbursed among a wide population of shareholders.

31 Roy E. Henderson
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An t'stimatt'd 1,216 St:lti(lllS ;ITe ownt'd by t'ntitit's wht're no singlt' gt'ndt'r accounts for mort' than 50
percent of the voting interest. Tn over half of the stations with "no controlling interest" gender St:ltus,
the st:ltions are owned by an entity that consists of a man and a woman (usually hushand and wife),
with each h;wing 50 percent of the voting interest.

Radio Station Ownership Doesn't Reflect General
Population, Lags Behind Other Economic Sectors

Women make up half of the u.s. population, yet o'>\'n approximately one-Mentierh of full-power
commercial radio st:ltiom. lviinorities account for nearly 33 percent of the U.s. population but own
less than 8 percent of the radio st:luons (see Figure 2).

Figure 2: U.S. Racial/Ethnic Composition
and Ownership of Full-Power Commercial Radio Stations
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Given the long history of prejudice and economic discrimination against women and minorities, it is
not too surprising that broadcast ownership doesn't ret1ert these groups' respective proportions of the
gf'lleral populaLion. However, the level of female and minoriLy broadcasL radio ownership is also wry
low when compared LO oilier senors of ilie economy and even the informaLion senor as a whole. In
industries like transponauon and health care, female and minority ownership is some fom to eight
times hight'r than in tht' brmdc<1st r<1dio industry (st't' Figurt' 3)."?

11 2005 U.S. Census Bureau Econom ic Census, data collected in 2002.
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Figure 3: Female and Minority Business Ownershi p
By Sector
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This disparity is even more telling when considering individual race and ethnic groups. In sectors such
as transportation and health care, all minority groups own businesses at or near their proportion of the
general population. Rut in the radio hroadcast sector, the two]argest groups - African-Americans and
Lltinos - barely own 3 percf'llt of stations (see FigllTe 4).

Figure 4: Minority Business Ownership
By Race/Ethnicity and Sector
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Notably, the level of female and minority broadcast radio ownership is not very different from
respective levels of ownership of broadcast television stations. Out of the Picture found that women own
approximately 5 percent of commercial TV stations, while people of color control about 3 percent. 33

Given that radio outlets are generally much less expensive to own, the relatively low level of radio
ownership by women and people of color indicates there are more factors at play than just lack of
adequate access to capital and equity.

No Diversity at the Top of Station Management

Approximately 530 stations, or about 5 percent of all stations, are owned by an entity where no
controlling interest is held by a single race or ethnicity. These are often publicly traded corporations
where the voting interest is widely dispersed amongst shareholders, rendering assignment of
ownership ethnicity or race impossible.34 However, the companies that own these stations suffer from
the same lack of diversity seen in other stations. Only seven of the 530 stations with "no controlling
interest" racefethnicity status have a minority CEO or president (see Figure 5).

Figure 5: Stations with 'No Controlling Interest' by Race/Ethnicity

Gender of CEO or President Percent of

No Controlling Total

Race/Ethnicity of CEO Female Male Interest for Total Stations Percent

or President Gender With No ofAll
Controling Stations

#of Total # #of Total # # of Total # #of Total # Interest for
Unique of Unique of Unique of Unique of
Owners Stations Owners Stations Owners Stations Owners stati ons Race

American Indian/AK Native 0 0 1 1 0 0 1 1 0.2 0.0

Asian 1 2 0 0 0 0 1 2 0.4 0.0

Black or African American 0 0 1 1 0 0 1 1 0.2 0.0

Hispanic or Latino 0 0 2 3 0 0 2 3 0.6 0.0

No Controlling Interest for
0 0 0 0 1 1 1 1 0.2 0.0

Race/Ethnicity

White, Non-Hispanic 1 13 15 509 0 0 16 522 98.5 5.0

Total 2 15 19 514 1 1 22 530 100 5.0

All Minorities 1 2 4 5 0 0 5 7 1.3 0.1

Percent of Total Stations
With No Controling 2.8 97.0 0.2 100
Interest for Race

Percent ofAll Stations 0.1 4.9 0.0 5.0

Source: Tee Torm 323 filings; Tree Press Research

33 S. DerekTurnerand Mark N. Cooper, OutofthePicture:Minorityand and Female TV Station Ownership in the United StatesFree Press, October
2006.
:>4 Form 323 only requires disclosure of persons who controlS percent or more of the voting interest in a particular station. Forthe "no controlling
interest" race/ethnicity stations, the level of reported voting interest is often well below 50 percent.

OffThe Dial: Female and Minority Radio Station Ownership in the United States June 2001 19



There were 1, 196 stations with "no controlling interest" by gender, or 11.37 percent of all stations. As
indicated above, more than half of these stations are owned by husband-wife entities, where
ownership interest is shared equally. However, the male owners lead the overwhelming majority of
these arrangements. In total-- of the 1, 196 stations assigned the status of "no controlling interest" for
gender -- only 55 have a female CEO or president (see Figure 6).

Figure 6: Stations with "No Controlling Interest" by Gender

Gender of CEO or President Percent of

No Controlling Total
Unknown

Race!Ethnicity of CEO Female Male Interest for Total Stations Percent
Gender With No of All

or President Gender
Controling Stations

# of Total # #of Total # # of Total # #of Total # #of Total # Interest for
Unique of Unique of Unique of Unique of Unique of
Owners Stations Owners Stations Owners Stations Owners Stations Owners Stati ons Gender

American Indian/AK Native 0 0 1 1 0 0 0 0 1 1 0.1 0.0

Asian 1 2 2 3 0 0 0 0 3 5 0.4 0.0

Black or African American 0 0 7 11 1 5 0 0 8 16 1.3 0.2

Hispanic or Latino 1 1 11 18 2 2 0 0 14 21 1.8 0.2

No Controlling Interest for
0 0 0 0 2 11 0 0 2 11 0.9 0.1

Race/Ethnicity

Unknown Race/Ethnicity 1 1 2 2 1 1 3 3 7 7 0.6 0.1

White, Non-Hispanic 23 51 239 1031 29 52 1 1 292 1135 95.0 10.8

Total 26 55 262 1066 35 71 4 4 327 1196 100 11.4

Percent of Total Stations
With No Controling 4.6 89.2 5.9 0.3 100

Interest for Gender

Percent of All Stations 0.5 10.1 0.7 0.0 11.4

Source: Tee Torm 323 filings; Tree Press Research

This lack of diversity at the top is also seen among the stations where ownership gender and
racefethnicity could be determined. Just 4.7 percent of all full-power commercial broadcast radio
stations are owned by an entity with a female CEO or president, while only 8 percent of stations are
owned by an entity with a CEO or president who is a racial or ethnic minority (see Figure 7).
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Figure 7: Who is at The Top?
Race/Ethnicity and Gender of Radio Station CEO/Presidents

Gender of CEO or President
No Controlling

RacejEthnicity of Female Male Interest for Unknown Total Percent of
Percento[

CEO or President Gender II Stations
All Unique

Owners
# of Total # # of Total # # of Total # #of Total # #of Total #

Unique of Unique of Unique of Unique of Unique of
Owners Stations Owners Stations Owners Stations Owners Stations Owners Stations

IAmencan ffiman/AK
0 0 14 32 0 0 0 0 14 32 0.3 0.5

Native

Asian 7 23 17 67 0 0 0 0 24 90 0.9 0.8

Black or African American 14 16 117 327 1 5 0 0 132 348 3.3 4.6

Hispanic or latino 21 23 103 323 4 4 0 0 128 350 3.3 4.5

Native Hawaiian or Pacific
0 0 1 21 0 0 0 0 1 21 0.2 0.0

Islander

White, Non-Hispanic 222 419 2,064 8,903 29 52 1 1 2,316 9,375 89.2 81.4

No Controlling Interest
0 0 0 0 2 11 0 0 2 11 0.1 0.1

for Race/Ethnicity

Unknown Race/Ethnicity 14 14 83 100 1 1 130 164 228 279 2.7 8.0

Total 278 495 2,399 9,773 37 73 131 165 2,845 10,506 100 100

All Minorities 42 62 252 770 5 9 0 0 299 841 8.0 10.5

Percent of All Stations 4.7 93.0 0.7 1.6 100

Percent of All Unique
9.8 84.3 1.3 4.6 100

Owners

Source: Tee Torm 323 filings; Tree Press Research

There is also a troubling lack of CEO diversity within the companies that are not female or minority
owned. Only 1 percent of the non-female-owned radio stations are owned by an entity with a female
CEO or president, while just 0.9 percent of the non-minority-owned radio stations are owned by an
entity with a minority CEO or president. By contrast, 34.5 percent of the female-owned stations had a
male CEO or president. Among minority-owned stations, the leadership largely reflected the
racejethnicity of the owner, as was the case among non-minority-owned stations. Only 1.03 percent of
minority-owned stations had a white CEO or president.

We also found that while women own just 5.5 percent of the non-minority-owned stations, they own
9.3 percent of the nearly 800 minority-owned radio stations. And while minorities own just 7 percent
of the non-female-owned stations, they control almost 12 percent of the more than 600 female-owned
stations (see Figure 8).

Minority-owned stations are also significantly more likely to be run by a female CEO or president than
are stations not owned by people of color. Nearly 8 percent of minority-owned stations have a woman
at the top in the position of CEO, president or managing member, versus just 4.5 percent of the other
stations. Likewise, female-owned stations are significantly more likely to be run by a minority CEO or
president than stations not owned by women: 12 percent of female-owned stations have a minority
CEO or president, versus just 7.8 percent of other stations (see Figure 9).
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Figure 8: Female and Minority Radio Ownership:
Overlap in Ownership Categories
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Figure 9: Female and Minority Radio Station CEO/Presidents:
Overlap in Ownership Categories
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This <lpp<lH'nt romplt'IDentmy n<lillH' of ft'IDalt' and minority ownt'rship is <llso st't'll in tht' gt'ndt'r of
station's general managers. Nearly 20 percent of the minority-owned stations have a female general
manager, versus 16.2 percent ofthe stations not owned hy people of mlor. Not surprisingly, female­
owned st<ltions were rn~ce <IS likely <IS stations not owned hy women to employ <I female gf'ller<ll
manager (see Pigure 10). These differences are important, as station management may be a path to
station ownership.

Figure 10: Female General Station Managers
By Gender/Race Ethnicity
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Female and Minority Owners Control Fewer
Stations per Owner

""hiLe male ;md l;nge mrpr]T;lLe SL;luon owners lmd LO own mOTe SL.1UOnS m;m meiT minor!ly ;md
female mumerpans. The average number of SL;luons owned per unique while, non-Hispanic owner is
3.9, ;md malt' Ownt'TS eontrollt'd an aWT::lgt' of 4.1 stations t'::leh. Tht' ::lWT::lgt' nllmbt'T of stations
owned peTlmiqlle owneT is 2.6 for minorities and 2.1 for women (see FigllTe 11 ::lnd rigllTe 12).

Figure 11: Ownersh ip Concentration and Race/Et hnicity
Number of Stations Owned per Unique Owner
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Figure 12: Ownership Concentration and Gender
Number of Stations Owned per Unique Owner
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v"hile the average number of stations owned hy a unique minority owner is 2.6, for Latinos it is even
lower (see rigure 13). This reflects the fact that the largest Latino owner (Rorder Media Panners)
mntrols just 27 stations, mmpared to 69 for the largest ;\mcan-American owner (Radio One), and 43
for the largest Asian owner (Multicultural Radio Rroadcasting Tnc.). These numbers pale in
mmparison to the largest non-minority owner, Clear Channel, which mntrolled nearly 1,100 stations
at the time of this study.

Figure 13: Ownership Concentration and Race/Ethnicity:
Number of Stations Owned per Unique Owner
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African-Amerir;m ;md Latino ownt'TS driVt' tht' high It'Vt'l of minority singlt'-sLltion ownership. And
while the overall level of single-sLltion ownership hy minorities is high, it is even higher among
minority women. Nearly 91 percent of Latino female sLltion owners and 80 percent of African­
AmencLln female owners <Ire single-st<ltion proprietors (see Pigllfe 15).

Figure 15: Ownership Concentration
Unique Owners Controlling Multiple Stations by Race/Ethnicity
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Female- and Minority-Owned Stations:
More Local, More Often

The FCC ~LL1Le~ m<1l locali~m is one of iLS key crileria <1~ il rf'View~ regul<1Liom governing brO<1dc<1~l

media owner~hip. Since brO<1dca~Lingby iLS naLUre i~ a local medium, increasing me amOUlll of loc<11
ownt'rship should ht' <1 paramount policy gm!. In tht'my, local ownt'rs should bt' mort' ronnt'(wd to
the communitie~they serve, <1nd thm in <1 better po~ition to ~erve the public intf'Te~t th<1n owner~ who
re~ide hundreds or thous<1nds of mile~ <1W<1Y.

To examine the relaLion~hipbelween the gender and racejelhnidly of slilLion owners and the degree of
local ownership, we first comtnJeted <1 definition of "loc<11 ownership." The definition is more
exp<1nsive th<1n just the physiC<11 location of the license <1nd the owners, rdlecting the [<1ct that most
r<1dio ~tations serve <1rea~ thm <1re larger than just <1 ~ingle city or county. We chose a market-b<1~ed

df11niLion, deeming <1 ~['1Lion lO be 10c<111y owned if the owner's phy~iral he<1dqu<1Tlf'TS Wf'Te in me ~<1me

ArbiLron radio markel a ~lilLion ~erves. For the 40 percenl of ~lilLion~ nOl in an ArbiLron markel, we
defined ~lilLion~ a~ locally owned if me owner'~ headquaTler~ and me ~lilLion were bom in counLie~ in
the ~ame Arhitron Tot<11 Survey Are<1" " or were located ,,~thin two countie~ <1djacent to e<1ch other.

Using mi~ definiLion, we found mal ~laLion~ owned by women are ~ignificamly more likely lO be
locally owned. Among all slaLions, 64.4 percenl of the female-owned sLaLions are locally owned versus
41.6 percent of the non-female-owned ~t<1tiom. For the ~t<1tions in Arbitron-rmed markets, 48.7
percmt of the female-owned ~tation~ <1re local, versm just 29.2 percent of the non-female-owned
~tatiom. Among the ~t<1tiom in unrated markets, <1 whopping 85.7 percent of female-owned statiom
<1re 10c<111y owned, versus 61 percent of the st<1tiom nm owned by women (see Figure 17).

Figure 17: Local Station Ownership by Gender
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1< Each Arbitron radio market is made of up to two geogr.aphic are.as that are each surveyed to determine ratings infcrmation. The "fv1etro Survey
Area" (Metro) includes the counties that actually make up the Arbitron market and is surveyed four times each year. The "Total Survey Area"
(TSAJ includes all of the counties in the Metro as well as cne or m<re non-Metro counties contiguous to the Metro area. TSAs are surveyed twice a
year and, in general, are areas that are not in the Arbitron market but where listeners may be able to hear the radio stations that serve the nearby
rated market
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For minority ownt'rs, tht' sitll<ltion is mort' romplt'X bt'c<lust' tht' minority population is not t'wnly
distrihuted throughout all regions of the country. Among all stations, 42.1 percent of the minority­
owned stations are locally owned, essentially the same level ohseJVed among stations not owned hy
minorities.

] ]owever, for the sutions in Arbitron-rated markets, 38.3 percent of the minority-owned sutions are
locally owned, versus just 29.4 percent of the non-minority-owned st<Jtions. But the siU1mion is
rt'Vt'fst'd in tht' Imrmt'd markt'ts, which h<lw lmwr minority poplIl<ltions36 Among tht' stations in
unrated markets, the level of local ovvnership hy minority owners is over 56 percent. nut the local
ownership level of stations not owned hy minorities is 62.9 percent (see Figure 18).

Figure 18: Local Station Ownership by Race/Ethnicity
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Local ownership is also strongly associated with the numbers of stations controlled per owner. Not
surprisingly, local ownership is very high among single-station owners. Over 83 percent of single
st<Jtions are locally owned, versus just 36 percent of the sutions owned hy multiple station owners."7
Among the sutions controlled by group owners (those with stations in multiple markets or three or
more stations in a single market), only 28 percent of their stations are locally owned, versus 85 percent
of me staLions of non-group owners38

"The average minority populaticn in Arbitron markets is 26.6 percent. The average minority population in the counties of unrated market
stations is 18.5 percent.
" Differerce is statistically significant at p < 0.0001.
lC Differerce is statistiGllly significant at p < 0.0001.
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Female- and Minority-Owned Stations Thrive
In Less Concentrated Markets

jI"iinority- ;md femalt'-owned st<l1ions tend to bt', on aVt'r<lgt', in tht' hrgt'r (by both numbt'r of stations
<lnd populmion) Arbitron markets (see FigllTe 32 below), Given that the l<lrger markets tend to be less
concentrated"g, we expected to find minority- and female-owned stations are in less concentrated
markets than those without these stations. And this is indeed the case.

Tn the markets th<lt cont<lined <ltleast one minority-owned st<ltion, the aver<lge ill Imber of st<ltions held
per unique owner W<lS 2,3 3, t"<lrless th<ln the ratio of 2, 68 stations prr unique owner obseNed in the
markt'ts th<lt had no minority ownns, Simil<lrly, in markt-'ts with trmalt' ownns tht' <lvn<lgt' numbn
of stations per owner was 2,31, significantly lower than the 2,65 stations per owner in the markets
without female-owned stations (see Figure 19).

Figure 19: Market Concentration: Average Number of Stations per Unique Owner
By Gender/Race Ethnicity
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"The number of slalionsowned per unique cwrer is positively correlated with market rank (I.e., as a market decreases in size, the ccncentration
of s1<3tion cwnership tencs to increase]. This pairwise correlation has a Pearson's r of 0.)3 at a p < O.Oe01. This result is repeated in the case of
market audience share HH (see below for definition), where the r= 0.55 at p < 0.0001; and in the case of market revenue HHI (see belowfcr
definition), where the r= 0.39 atp < 0.0001.
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Tht' Arbitnm markt'ts thm had fpmalt' ;md minority ownt'fS WtTl' <llso significantly It'ss nmct'ntr<ltt'd
than the markets without these owners in tenus of the concentration of market revenue and audience
share, as measured hI' the IIerflndahl-IIirschman Index (I IT TI)40

The average audience share HHI in markets with minority owners was 1,675 -- far below the value
seen in markets without minority owners, which stood at 2,135. A nearly identical result was observed
in the c<lse of markets with female owners, where the audience sh<lre HHI W<lS 1,688 -- f<lr helow the
7,050 HHI st't'll in the markt'ts without ft'malt'-owTwd smions. This pattt'Tll W<lS rt'pt'<ltt'd in the
examination of market revenue TTHIs, where the average market with a minority had an IIIII of
3,063, significantly less than the revenue HHT of 3,916 ohserved in the markets with no minority
owners.. Finally, the revenue HHI for female owner markets was 3,107, far less than the 3,745 value
observed in markets that had no female owners present (see Figure 20).

Figure 20: Market Concentration: HHI's for Audience and Revenue Shares
By Gender/Race Ethnicity
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40 Thp Hprfindahl-Hirsrhman IndpJ( (HHI) is caklJlatpd as:

H ~ IS; )(10,000

where
n = the number of firms
S, = the share oflhe ith firm.

Thus a market with 10 firms that had equal market <hares (0.1 each) would have an HH of 1,000. Ahigher HHI means a market is more
concentrated. HHls above 1,800 indicate a market is "highly concentrated".lv1arket revenue share HHI calculations were based only on the
universe of commerci.al stations. For market audience share calculations, all commercial and non-commercial stations 'A/ere included. Share is
reported by BIA (using Arbitron data) as the percent of all those listening to the radio at a given time that are tuned in to the particular statien.
However, because audience <hare information is not reported for noncommercial stations, these stations and the commercial stations that had
no reported share were assigned an estimated value, calculated by summing the total reported shares, subtracting from 1Oc. and dividing the
remainder among these stations.
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It could be argued these results are due to population differences at the market level, not the result of
lower concentration leading to higher levels of diverse ownership. This argument is only relevant in
the case of minority owners, as minorities tend to make up larger percentages of the population in the
higher-ranked Arbitron markets. 4

!

However, even if the size of the market and the level of minority population in the market are held
constant, markets with minority owners are significantly less concentrated than markets without
minority owners. 42 And a similar examination of female ownership show that markets with a female­
owned station are also significantly less concentrated than markets without such stations. 43

Another way of examining this issue is to look at the probability that an individual station will be
minority-owned, given the particular characteristics of each market or station. Under this analytical
frame, we still find that as a market becomes more concentrated, a station is significantly less likely to
be minority-owned - even when holding market and station characteristics constant. 44 A similar
examination of the probability of female station ownership also reveals a strong negative association
with market concentration, even after accounting for market- and station-level characteristics. 45

These findings are extremely important, for they imply that minority and female owners thrive in
more competitive markets, regardless of market or station characteristics. They also have tremendous
implications for the current ownership proceeding at the FCC. One unambiguous consequence of
further industry consolidation and concentration will be to diminish both the number of minority­
owned stations and the number of female-owned stations. The FCC should seriously consider the
effects on women and minority owners and their listeners before it moves to enact policies that will
lead to increased market concentration.

Indeed, though we did not examine historical trends in female and minority radio station ownership
in this study, Out of the Picture found that previous pro-consolidation policies enacted by the FCC in
the late 1990s had a significant impact on minority TV station ownership, indirectly or directly
contributing to a loss of 40 percent of the 'IV stations that were minority owned as of 1998. The FCC's
2003 State of the Radio Industry report found that from 1996 to 2003, the number of unique radio
station owners had decreased by 35 percent, even as the overall number of stations increased by 6
percent. 46 (Notably, this study wasn't made public until last fall when a copy was leaked to California
Sen. Barbara Boxer). These trends certainly can be attributed to the policies contained within the 1996
Telecommunications Act and subsequent FCC decisions that facilitated massive industry consolidation.

41 The pairwise correlation between market rank and percentage minority population shows a negative relationship, with a Pearson's r of -0.32 at
p <0.0001 (i.e. the percentage of a markees population that is made up of racial and ethnic minorities tends to decrease as the market size
decreases).
4~ See Appendix Bfor details. These results hold when station-owner ratio and audience share HHI are examined in separate equations.
43 See Appendix Bfor details. These results hold when station-owner ratio, audience share HHI, and market revenue HHI are examined in separate
equations.
44 See Appendix Bfor details. Control variables include total market population, the percent minority population in the station's market, the
percent female population in the station's market, and whether or not the station is AM. These results hold w hen station-owner ratio and
audience share HHI are examined in separate equations.
45 See Appendix Bfor details. Control variables are the same as indicated above. These results hold when station-owner ratio and audience share
HHI are exa mined in separate equations.
4(, Review of the Radio Industry, 2003, Federal Communications Commission, Media Bureau, Industry Analysis Division, September 2003.
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Minority Ownership of Radio Stations is Low
Even in Markets with Large Minority Populations

Because broadcast radio stations are geographically limited in their market reach, information about
female and minority ownership at the local level is more telling than the national aggregate. The
traditional geographic boundary used for analysis of radio markets at the local level is the Arbitron
market. These markets encompass over 80 percent of the entire U.S. population. But unlike Nielsen's
Designated Market Areas (DMAs), Arbitron markets do not cover the entire country, nor do they
capture all of the licensed radio stations. Thus our analysis at the market level excludes the 40 percent
of radio stations that lie outside of Arbitron markets.

Like ownership at the national level, minorities are vastly underrepresented at the Arbitron market
level, even in areas where minorities are the majority. The same is true for women, even though
nationwide they comprise a majority of the population.

Minority-owned stations are present in 154 of the nation's 298 Arbitron radio markets. Examination of
individual racial and ethnic groups shows only modest overlap between different minority groups,
mostly in the larger markets that have higher proportions of minority populations. Of the 154 markets
with a minority owner, over two-thirds have just a single minority group represented (see Figure 21).
Only the Houston, Texas and Washington, DC markets have four of the five minority groups
represented. No market has all five.

Figure 21: Arbitron Radio Markets and Ownership Diversity:
Number of Unique Minority Groups in Market

Number of Unique Minoirty
Number of Percent ofAll

Average Percent
Race/Ethnic Groups In Market

Markets Markets
of Minorities in

(Among Stations Owners) These Markets

None 144 48.3 14.5

One 103 34.6 31.6

Two 35 11.7 34.7

Three 14 4.7 39.7

Four 2 0.7 48.9

All Five 0 0 N/A

Source: Tee Torm 323 jllings; BfA Tinancial; Tree Press Research

Black- or African-American owned stations are in 100 of the 298 markets, while Hispanic- or Latino­
owned stations are present in 81 markets. Asian-owned stations are present in 32 markets, while
stations owned by Native Hawaiian or Pacific Islanders are located in four markets. American Indian­
or Alaska Native-owned stations are in six of the 298 Arbitron markets. Non-minority-owned stations
are present in every single Arbitron market.
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In 23 of the 298 U.S. Arbitron radio markets, minontIes comprise a majority of the population.
However, even in these markets the percentage of radio stations owned by minorities is still relatively
low. In two of these 23 markets (Stockton, Calif. and Las Cruces, N.M.) minorities own no stations.
Minorities own a majority of stations in only one of these markets, Laredo, Texas (see Figure 22).

Figure 22: Arbitron Radio Markets with
'Majority-Minority' Populations

Percent Minority
Percent of Radio

Market Stations in
Rank

Market Population in
Market Owned

Market by Minorities

205 Laredo, TX 95.1 62.5
58 McAllen-Brownsville-Harlingen, TX 88.1 45.5
76 EI Paso, TX 83.0 10.5
64 Honolulu, HI 80.0 9.7

227 Las Cruces, NM 67.5 0.0
2 Los Angeles, CA 64.3 26.8
12 Miami-Ft. Lauderdale-Hollywood, FL 63.7 33.3

136 Corpus Christi, TX 60.9 21.4
66 Fresno, CA 60.3 10.3
29 San Antonio, IT 59.3 24.4
100 Visalia-Tulare-Hanford, CA 58.2 28.6
180 Merced, CA 56.0 20.0
126 Victor Valley, CA 56.0 23.3
35 San Jose, CA 55.8 18.8
129 Fayetteville, NC 53.7 10.5
270 Albany, GA 53.7 6.3
25 Riverside-San Bernardino, CA 52.7 23.1
81 Stockton, CA 52.6 0.0
70 Albuquerque, NM 52.3 5.6
6 Houston-Galveston, IT 51.5 30.9

78 Bakersfield, CA 50.5 9.4
4 San Francisco, CA 50.0 13.6

236 Santa Fe, NM 50.0 27.3

Source: Tee Torm 323 filings; BfA Tinamial; Tree Press Research

Overall, in 288 of the 298 U.S. Arbitron radio markets, the percentage of minorities living in the
market is greater than the percentage of radio stations owned by people of color. In total, people of
color own more than 25 percent of a market's stations in just 24 of the nation's 298 radio markets;
they own more than one-third of the stations in just seven markets.
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Hispanics or Latinos form a plurality or majority of the population in 11 Arbitron markets. 47 In one of
these markets (Las Cruces, N.M.), there are no Latino or any minority owners. Latinos own a majority
of the stations in just one of the seven markets where Latinos comprise a majority of the population
(Laredo, Texas). There are Latino owners present in 22 of the 25 top markets by Latino population.
However, even in these markets, the level of Hispanic or Latino ownership is up to eight times below
the proportion of the Latino population living there (see Figure 23). In 277 of the 298 radio markets,
the percentage of Latinos living in the market is greater than the percentage of local radio stations
owned by Latinos.

Figure 23: Top 25 Arbitron Radio Markets by Hispanic or Latino Population

Percent Hispanic
Percent ot Radio

Stations in Market
Market

Market
or Latino

Owned by
Rank Population in

Market
Hispanics or

Latinos
205 Laredo, TX 95.4 62.5
58 McAllen-Brownsville-Harlingen, TX 88.3 45.5
76 EI Paso, TX 82.3 10.5

227 Las Cruces, NM 65.5 0.0
136 Corpus Christi, TX 58.1 21.4
29 San Antonio, IT 52.8 22.0
100 Visalia-Tulare-Hanford, CA 52.7 28.6
180 Merced, CA 48.0 13.3
66 Fresno, CA 46.8 7.7

236 Santa Fe, NM 45.1 27.3
12 Miami-Ft. Lauderdale-Hollywood, Fl 44.6 20.0

126 Victor Valley, CA 43.9 23.3
2 Los Angeles, CA 43.7 12.7
70 Albuquerque, NM 43.5 5.6
78 Bakersfield, CA 42.7 9.4
80 Monterey-Salinas-Santa Cruz, CA 42.2 27.3
25 Riverside-San Bernardino, CA 41.7 15.4

187 Odessa-Midland, TX 40.1 10.0
137 Palm Springs, CA 40.1 0.0
253 Pueblo, CO 39.8 50.0
200 Yakima,WA 39.3 0.0
108 Modesto, CA 37.6 16.7
207 Santa Maria-Lompoc, CA 36.9 21.4
211 Santa Barbara, CA 36.9 7.1
120 Oxnard-Ventura, CA 36.0 25.0

Source: Tee Torm 323 jllings; BfA Tinancial; Tree Press Research

47 Lati nos form a majority in the following markets: Laredo, Texas; McAllen-Brownsville-Harlingen, Texas; EI Paso, Texas; Las Cruces, N.M.; Corpus
Christi, Texas; San Antonio, Texas; and Visalia-Tulare-Hanford, Calif.. In addition, Latinos form a plurality in Merced, Calif.; Fresno, Calif; Miami-Ft.
Lauderdale. Fla.; and Los Angeles.
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While there is only one Arbitron radio market where African-Americans constitute a majority of the
population (Albany, Ga.), the African-American proportion of the population is at or above the
nationwide level in all 298 rated markets. However, black-owned stations are present in just a third of
these markets. Figure 40 shows the 25 markets with the highest percentages of African-Americans
living within each market. Three of these markets have no African-American-owned stations
(Meridian, Miss.; Monroe, La.; and Jackson, Tenn.), even though more than a third of the population
is African-American.

In the 22 remaining markets, the level of African-American-ownership is up to 12 times below the
black proportion of the total population (see Figure 24). In 282 of the 298 radio markets, the
percentage of African-Americans living in the market is greater than the percentage of local radio
stations owned by African-Americans.

Figure 24: Top 25 Arbitron Radio Markets by Black or African-American Population

Percent Black or
Percent of Radio

Market African American
Stations in Market

Rank
Market

Population in
Owned by Blacks

or African
Market

Americans
270 Albany, GA 51.6 6.3
118 Jackson, MS 46.7 28.6
49 Memphis, TN 45.0 4.8

273 Columbus-Starkville-West Point, MS 44.1 28.6
202 Rocky Mount-Wilson, NC 42.5 37.5
186 Columbus, GA 41.9 33.3
216 Florence, SC 41.4 4.5
151 Montgomery, AL 40.5 10.5
297 Meridian, MS 40.2 0.0
132 Shreveport, LA 38.2 33.3
57 New Orleans, LA 38.1 3.1

155 Macon, GA 37.7 7.7
257 Monroe, LA 34.4 0.0
109 Augusta, GA 34.2 20.0
91 Columbia, SC 34.0 32.0

158 Savannah, GA 33.8 16.7
219 Hilton Head, SC 33.7 20.0
290 Jackson, TN 33.7 0.0
129 Fayetteville, NC 33.6 5.3
77 Baton Rouge, IA 32.4 5.6

269 Valdosta, GA 32.0 13.3
88 Charleston, SC 31.7 10.3
41 Norfolk-VA Beach-Newport News 31.2 8.3
55 Richmond, VA 30.7 19.4

234 Tuscaloosa, AL 30.2 14.3

Source: Tee Tarm 323 filings; BfA Tinamial; Free Press Research
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Honolulu is the only Arbitron market where Asians constitute a majority of the population, and Asian
owners control three of the 31 commercial radio stations there. There are no Asian owners present in
15 of the 34 markets where the Asian proportion of the population is at or above their nationwide
level. In 281 of the 298 radio markets, the percentage of Asians living in the market is greater than the
percentage oflocal radio stations owned by Asians.

Figure 25: Top 25 Arbitron Radio Markets by Asian Population

Market
Percent Asian Percent of Radio

Rank
Market Population in Stations in Market

Market Owned by Asians

64 Honolulu, HI 55.1 9.7

35 San Jose, CA 29.4 6.3
4 San Francisco, CA 21.5 6.8

2 Los Angeles, CA 13.3 11.3

81 Stockton, CA 13.0 0.0

39 Middloesex-Somerset-Union, NJ 11.7 20.0

27 Sacramento, CA 10.2 5.7

17 San Diego, CA 9.7 3.8
284 Ithaca, NY 9.5 0.0

14 Seattle-Tacoma, WA 9.4 5.5

1 N~vYork, NY 8.8 10.2

8 Washington, DC 8.3 13.6

66 Fresno, CA 8.2 2.6

147 Ann Arbor, MI 7.9 0.0
222 Champaign, IL 7.8 0.0

112 Morristown, NJ 7.3 0.0

171 Anchorage, AK 6.9 0.0

141 Trenton, NJ 6.8 22.2
120 Oxnard-Ventura, CA 5.9 0.0

32 Las Vegas, NY 5.8 0.0

180 Merced, CA 5.7 6.7

11 Boston, MA 5.6 3.2

245 Lafayette, IN 5.6 0.0
6 Houston-Galveston, TX 5.5 3.6

80 Monterey-Salinas-Santa Cruz, CA 5.4 0.0

Source: Tee Torm 323 jllings; BfA Tinancial; Tree Press Research

There are no American Indian or Native Alaskan owners present in 59 of the 61 markets where the
American Indian or Native Alaskan proportion of the population is at or above their nationwide level.
In 294 of the 298 radio markets, the percentage of American Indian or Native Alaskans living in the
market is greater than the percentage of local radio stations owned by this minority group.

There are no Native Hawaiian or Pacific Islander owners present in all 10 of markets where the Native
Hawaiian or Pacific Islander proportion of the population is at or above their nationwide level. There
are no Native Hawaiian or Pacific Islander-owned stations in the Honolulu Arbitron market.

Stations owned by women are present in just 126 of the 298 U.S. Arbitron radio markets. Women
make up the majority of the population in 253 of the 298 U.S. Arbitron radio markets, and are above
46 percent of the population in the remaining 45 markets. However, in there are no women owners
in 144 of the 253 markets where women comprise a majority of the population.

The Stamford-Norwalk, Conn. market is the only market in the U.S. where women own more than
half of the stations, and the only market where the percentage of stations owned by women exceeds
the percentage of women living in the market. (Cox Enterprises owns four of the six commercial
stations in Stamford-Norwalk, Conn.) In total, women own more than 25 percent of a market's
stations in just 18 of the nation's 298 radio markets; they own more than one-third of a market's
stations in just six markets.
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The National Reach of Female
and Minority-Owned Radio Stations

Unlike the TV market, the average minority listener is reasonably likely to live in an area that is snved
by at least one minority-owned radio station. BlIt there are still many minorities who live in markets
that are not selVed by a minority owner. And Eu more women live in markets that aren't selVed by a
female-owned station.

Female-owned SLations reach 57 percem of all women and 57 percem of all people living in ArbiLron­
rated markets (see Figure 26). ] ]owever, the average radio market has 18 male-owned stations hut only
one station owned by a woman.

l\·1inority-owned stations reach 90.9 percent of all minorities living in Arbitron-rated markets, and
reach 81.6 percenL of all people living in mese markf'Ls (see Figure 26) Howf'Yer, me average radio
markel has 18 while-owned SLations bm jusL LWo minoriLy-owned sLaLions.

Figure 26: Population Reach of Female- and Minority­
Owned Stations in Arbitron Radio Markets
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Female- and Minority-Owned Stations Are More Likely
to Be AM Stations in Larger Radio Markets

Of the 10,506 total full-power commercial broadcast radio stations, 4,393 are AM stations and 6,113
are FM stations. FM stations are considered to be more valuable properties than AM stations, because
FM stations on average have larger listening audiences and demographics coveted by advertisers, which
translates into higher station revenues. 48 This is due in part to the fact that the FM format allows for
higher quality music broadcasting.

The already low level of female and minority broadcast radio ownership is even lower in dle more
valuable FM market. Women own an estimated 5.54 percent of all FM stations and 6.63 percent of all
AM stations. Minorities own an estimated 5.61 percent of all FM stations and 10.65 percent of all AM
stations.

Breaking the numbers down further, African-Americans own an estimated 2.80 percent of all FM
stations and 4.35 percent of AM stations. Latinos control 2 percent of FM stations and 4.15 percent of
AM stations. American Indian/Alaska Natives own 0.27 percent of the FM stations and 1. 73 percent of
the AM stations, while Asians control 0.27 percent of the FM stations and 0.33 percent of AM stations
(see Figure 27 and Figure 28).

Figure 27: Ownership of Full-Power Commercial AM Radio Stations
By Gender and Race/Ethnicity

AM Stations

Percent ofAll
Estimated Actual

Category Owner Number
Commercial

Percent ofAll
ofAM

Full-Power AM
Commercial Full-

Stations Power AM Radio
Radio Stations

Stations*
Female 280 6.37 6.63

Gender
Male 3,501 79.74 81.3

No Controlling Interest 519 11.7, 12.06
Unknown 93 2.09

Amer-lndian/AK Native 74 1.68 1.73

Asian 14 0.32 0.33

Black or African American 179 4.07 4.35
Hispanic or Latino 171 3.89 4.15

Race/Ethnicity Nat.Hawaiian/Pac.!s!. 4 0.09 0.09

All Minority 442 to.OE 10.65

Non-Hispanic White 3,615 82.31 85.20
No Controlling Interest 181 4.12 4.14
Unknown 155 3.51

Total 4,393

Source: Tee Torm 323 jllings; Tree Press Research
* Estimates are based on known owners and estimates of the ownership of stations where
ownership gender and/or race could not be determined

4g In Qursample, the average audience share for AM stations was 0.48, significantly lower than the 1.77 share for FM stations. The AM stations in

our sample had an average annual station revenue of $649,000 per station, significantly lower than the average for FM stations, which was
approximately $1.8 million per station.
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Figure 28: Ownership of Full-Power Commercial FM Radio Stations
By Gender and Race/Ethnicity
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'Nomen <llso own <I disproporti(lllmt'ly high It'vt'l of st1tions thm <lrt' not in Arbitron-r<ltt'd r<ldio
markets. While 39 percent of stations not owned hy women are located in unrated markets, 42.4
pf'Tcmt offemale-owned stMions are loc<lted in these smaller, less lUCTMive <lreas (see Figure 10).

Figure 30: Ownership of Radio Stations in Arbitron-Rated Markets
By Gender/Race Ethnicity
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• difference il.ltatistically .Iignificant at I' < 0.001; i diHerence I~I .Itati.ltically signUicant at I' < 0.10

For minority owners the opposite is true. 1\c<lrly eight out of C:'VC:'Ty 10 minority-owned sQtions <Ire in
Arbitmn-T<lted markets. For non-minority owners, six out of every 10 st<ltions aTe locMed in r<lted
markets. This is in P<lrt driven hy demogr<lphics: Minorities tmd to own stations where the minority
popul<ltion is hight'T. This tmds to ht' tht' (<1St' in tht' l<lrgt'r r<ldio markt'ts (st't' Pigurt' 11).

Figure 31: Minority Population in Markets with
Minority-Owned Full-Power Commercial Radio Stations
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• difference il.ltatistically .Iignificant at p < 0.001
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Though a disproportionately high level of women-owned radio stations are in unrated markets, the
female-owned stations thm are in Arbitron markets tend to be in the larger markets. The average
markf'l rank for female-owned sLL1uon in ArbiLron markeLs is 104.5, signitlramly higher Lhan rank of
me average non-female-owned sLL1Lions, which is 116.1. (The largesL markeL, l'ew York, is ranked No.
l, the smallest Arbitron market, Casper, Wyo., is ranked No .. 299.)

The same pattern is also seen for the minority-owned radio stations in Arbitron markets. The average
market rank for these stations is 83.4, a significantly higher rank than non-minority-owned stations,
which average JUSt under 119 (see Figure 32).4g

Figure 32: Average Market Rank
By Gender/Race Ethnicity
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* difference il.ltatistically .Iignificant at p < 0.001; ** difference i.1 statistically .Iignljicant at p < 0.05

"These results are the exact opposite of those reported by Ryerly using the flawed FCC summary repats of Form 3)3 data. Ryerly concluded:
"Data show that bath women and minority brcadcasters serve mainly small-town and rural areas./J This error is attributable tc both the fact that
the Form 323 summaries missed a subsl<3ntial amount of stations (mostly those owned by larger group owners) and that Byerly used the
community of license as the assessment of mar""ts served by women and minority owners, even though the site of the tower is a poor measure
of the <3Ctual media market. Furthermore, the use of the Form 323 summaries did not enable comparisons with non-minority and non-female
stations. (See "Questioning Media Access: Analysis of FCC Women and Minority Ownership Data," Bentcn Foundation and Social Science
Research Council, October 2006.)
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Female and Minority Ownership Is Complementary

One of the recurring themes exhihited in the data generated hy this srudy is that female and minority
r<1dio st<1tion ownnship is romplement<1ry on <1 number of lEVels. POT f'X<1mple, female-owned stations
<1re present in 53.<J percent of the Arhitron markets th<1t h<1Vf' a minority-owned station; hy
romp<1rison, female-owned stations <1re only found in 29.9 percent of the markets th<1t do not h<1ve
minority-owned stations. And the rEVerse is tnJe <1S well: Minority-owned st1tions <1re found in 65.9
percent of the Arbitron markets that have a female owner, versus just 41.3 percent of the markets that
do not have a female owner present (see figure 'B),

Figure 33: Female and Minority Radio Ownership:
Markets Where Female or Minority Owners are Present

Sourm: FCC Foml 3:>3 filingl; Fm! Pre.'\1 Re.learch
* difference il.ILaLis!.ically .lignificanL aL p < 0.001
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We <1ISCJ found that the percentage of <1 station's ownership voting interest held by women is
signifIcantly higher <1t minority-owned st<1tions th<1n it is at non-minority-owned st<1tions. Among the
minority-owned stations, the <1ver<1ge percent<1ge of votes held by women W<1S ovn 20 percent,
compared to 13.5 percent at stations not owned by people of color. so The level of female voting interest
control at non-female-owned stations was quite low, just under 9 percent. Sl

'0 Differerce is statistically significant at p <0.001
"The level offemale voting interest control at female-owned stations is 82.9 percent This difference is statistically significant at p < 0.001.
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Female- and Minority-Owned Stations:
Format Diversity, Market Revenue and Audience Share

Ollr datI indir<ltt' tht'rt' <lrt' signillrant difft'rt'nrt's in tht' fonnats <lired by minority and non-minority
owners, bm not gf'ller<llly <lmong female <lnd non-female owners. This expl<lined by the t"<1rt that
minority owners are more likely to choose fonnats that appeal to minority audiences. Rut these
differences have a practical impact on the market status of minority-owned stations, as measured by
<ludience r<ltings <lnd share of market revenues.

The largesL fonnaL caLegory aired by minoriLy O\,llllers is the Spanish fonnaL, accouming for nearly one­
third of all minority-owned st<ltions.c? The second and third largest fonnats at minority-owned stations
are the Religion and Urban formats, which respectively account for 17.4 percent and 16.8 percent of
minority-owned st<ldons. In tot<ll, these three fonnats <lre <lired on two-thirds of <lll minority-owned
sL.1lions bm only 15 perrenL of sL<luons nm owned by minoriLies. The l<lrgesL tonnaL <lL non-minoriLY­
owned sL<luons is the roUnLry fonnaL, which is aired aL a fifth of these SL<luons (see Figure 34).

Figure 34: Top Station Format Categories
By Race/Ethnicity
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There is relatively little difference in the fonnats aired hy female-owned stations versus those not owned
by women. Both groups have the same top tlve fonnats (Country, Adult Contemporary, Religion,
News, and Oldies), which account for approximately 60 percent of each group's respective stations (see
Appendix A, Figure A-3).

" BIA Media Access Pro lists 20 format categories: Adult Contempor~ry,Album Oriented Rock/CI~ssicRock, Classical, Contempor~ry Hits.Top 40,
Country, E~sy Listening/Beautiful Music, Ethnic, Jazz/New Age, Middle of the Read, Miscellaneous, News, NostalQla/Big Band, Oldies,
Public/FduQtlonal, Religion, Rock, Sp~nish, Sports, T~Ik, and Urban. Within each format category, stations can be assigned numerous formats.
For example, the "Spanish" format category contains formats such as Mexican. Ranchera, Reggaeton. Spanish, Spanish Adult Contemporary,
Tejano, and Tropical.
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Tht' differt'nct' in fmmats airt'd on minority-owned stations is quitt' stark from thost' airt'd em mht'r
stations. Among the 20 general station fonnat categories, minority-owned stations were significantly
more likely to air Spanish, Religion, Urban, and Fthnic formats (see figure 35). And these owners
were significantly less likely to air many of the remaining formats, induding four Ollt of the five top
fannats by audience share. 53

Figure 35: Formats That Air on a Significant y Higher Proportion
of Female and Minority-Owned Stations
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* difference is statistically significant at I' < 0.001; ** difference is statistically signi}i'cant at I' < 0.05
i difference is statIStically sigl1lficant at p < O. 10

These diflerences suggesL maL me race and emniciLy of me owner has a sLrong ellen on me Lype of
formaLs pUl on me aiL The Spanish, Urban and ELhnic formaLs are general formaL caLegories maL caLer
to racial and ethnic minorities, a smaller demographic than targeted hy formats like Top 40 and Rock.
Furthermore, the high propensity for minority owners to air religious programming could reflect the
fact that people of color, especially African-Americans, attend church far more regularly than non­
Hispanic whiles. ~4

~1 The following formats aired on a significantly lower percentage of mincrity-ovvned stations as compared to stations not owned by people of
color: Adult Contemporary, Album Oriented Roc~jClassicRock, Contemporary Hits/Top 40, Country, News, Nostalgia, Oldies, Rock, Sports(all at p
< O.OC1); Talk (at p < o.CS); and Middle of the Road (at p < 0.1 0).
54 See The Association of Religion Data Archives, "General Social Survey 2004". Available at
hmt,!/~f""".thearda.com.'Jlrch;",e.1iles.'llescriJJti:>ns,.:i'i~JI'l4.asu Ihis sur;e)' nd' ated that 'liiSI-O?rcentofwhites rel-'Ol'ted re'v-er attenci~
.J1ur.J1, \'.til~Q)11 ,,5 >,,!rL~Lc:t11ri=;on·1'l'lr.!n.;,a,.~nd14:1 P'"r~~nLof "L1ih~r" r~r~L~ nWa ~Ll\!1dhqU1ur~h.
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The decision on what format to air has important financial implications for license holders. To
advertisers, it not only matters how many people are listening to a particular station. It matters who is
listening to these stations. Radio advertisers, depending on the product they are selling, want to reach
the coveted 18-34 year olds or 25-54 year olds, who they perceive as more responsive to their ads and
more likely to spend money on non-discretionary items. For example, the Urban format stations had
the highest audience share among all formats for the 2006 calendar year. However, these station's
average share of local market revenue (2004-2005 average) is ranked sixth, 40 percent below the
Album Oriented/Classic Rock format, which only ranked fourth in audience share (see Figure 36).

Figure 36: Station Formats by Average Audience and Market Revenue Shares
Average Shar Average

Format ofMarket Format Audience
Revenue Share

Album Oriented/Classic Rock 8.0 Urban 3.5

Country 7.9 Contemporary Hits 3.3

Contemporary Hits 7.4 Country 3.1

Adult Contemporary 7.1 iAIbum Oriented/Oassic Rock 2.8

Rock 5.6 iAdult Contemporary 2.7

Urban 4.8 Rock 2.3

Middle of the Road 4.8 Jazz/New Age 2.1

News 4.0 Easy Listening 2.1

Oldies 4.0 Middle of the Road 1.9

Easy Listening 3.3 News 1.8

Jazz/New Age 3.0 Classical 1.8

Talk 2.0 Oldies 1.7

Spanish 2.0 Spanish 1.2

Classical 1.6 Talk 1.0

Sports 1.6 Nostalgia/Big Band 1.0

Nostalgia/Big Band 1.5 Sports 0.7

Miscellaneous 1.1 Religion 0.6

Religion 1.0 Miscellaneous 0.5

Ethnic 0.7 Ethnic 0.3

Source: Tee Torm 323 filings; BfA Tinamial; Tree Press Research

In part because the Spanish, Religion and Ethnic formats target smaller segments of the market, the
average shares of audience and market revenue held by minority-owned stations is significantly lower
than the audience and revenue shares of non-minority-owned stations. (This result is also due in part
to the fact that minority-owned stations are more likely to be in the larger markets with more stations
and competition).
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Tht' <lvt'r<lge <ludimct' sh<lre fClr a minority-ownt'd stltion is 1. ')5, signific<llltly Imwr th<lll tht' 2.1 share
earned hy non-minority-owned stations. Minority-owned AM stations had an average audience share
of 0.38, while non-minority-owned AM stations garnered a 0.89 share (see Figure 37).

Figure 37: Average Audience Ratings Share
By Gender/Race Ethnicity
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Among <Ill stations, those owned by minorities c<lptured 2.02 percent of a loc<ll market's rf'Vffille on
<lwrage, while non-minority-owned stations more than doubled this, controlling 4.83 percent of <I
local markel's rf'Vemle Oll <lverage (see FigllTe 38). These resulLs hold f'Vell whell markeL size is L1ken
illio aCCOUllL. \~

;< Thpsp rpsults hold pvpn whpn controlling for makpt si7P.ln a Tobit rpgrpssion (,pnsored at sharf' = a] of audipn,f' share (or revpnup shap] on:
minority-owned station, female-cwned station, AM station (all dummy variables), number of stations in market and market population; a
minority-owned station has an audience share 0.59 units less than a non-minority-owned station (p < 0.0001); and a revenue share of 177 units
less than a non-minority-owned station (p <0.0001). 'When format is then controlled for, the difference for mincrity-owned stations remains
significant (audience share difference of -0.54 at p < 0.0001; revenue share difference of -1.04 at p < 0.0001). However, when the size of the
station cwner is added to the model (dummy variable for group owner and total number of stations owned) the magnitude of the difference
between minority and ron-minority-owned stations decreases (audience share difference of -0.1 gat p < 0.10; revenue share difference of -0.46 at
p < 0.1 0). Interestingly, in this full model the difference between female and non-female-owned stations becomes significant and positive
(audience share difference of 10040 at p < 0.001; revenue share differenceof +1.08 at p < 0.001).
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Figu re 38: Share of a Market's Revenue
By Gender/Race Ethnicity
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TnLeresLingly, a significanLly higher proponion of female-owned sLaLions had a zero share Lhan did
non-female-owned stations.~f Despite this, we see among all stations that those owned hy women have
ne::lrly identic::ll ::ludience ::lnd revenue shares ::lS those not owned by women. Funhermore, though the
differences ::lre not st:ltistic::llly signific::lnt, ::lmong the stations with more than zero sh::lre, those owned
by women h::lve higher ::ludience ::lild revenue sh::lre Lh::lil Lhose Lha L::lre nOL. \7

" Among stations in Arbitron markets. J5.6 percent of those owned by women had a zero audience share average for J006, as compared to JO.J
percent of the stations not awned by women (p = 0.0139). Fer minority-owned stations in Arbitran markets, 34.1 percent had a zero share versus
19.1 percent of the non-minority-owned statiOns (p < 0_0001). The latter result again reflects the differences in formats aired. Nearly 75 percent of
the EthniC format stations in Arbitron markets earned a zero share, whil€ 45 percent of ReliQlon format stations had azero share.
" Among the stations with a non-7ero audience share, the female-owned stations had an average audience share of J.66 versus a 2.53 share for
the non-female-owned stations (p = 0.33). Also, among this group, the female-owned stations had on average 6.15 percent of local market
revenuel versus a 5.58 percent revenue share for the non-female-owned stations (p = 0.16).
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Ownership and Programming Diversity:
A Case Study of Talk Radio Programming

Though the focus of this study was on structural ownership and not content, recent controversy
surrounding remarks by two prominent talk radio hosts prompted an examination of the airing of talk
radio programming on minority- and female-owned radio stations.

On the April 4, 2007, broadcast of "lmus in the Morning," host Don lmus referred to the Rutgers
University women's basketball team as "nappy-headed hos." This comment followed a remark by the
show's producer Bernard McGuirk, who called the women on the team "hard-core hos." McGuirk
also characterized the game between Rutgers and Tennessee as "the /igaboos versus the Wannabees,"
in a reference to Spike Lee's 1989 movie School Daze. 58

A little over a week later, as the controversy surrounding lmus' comments intensified, Rush Limbaugh
said on the April 12, 2007, broadcast of his show, referring to Rev. Jessie Jackson and Rev. AI
Sharpton, "They're members of the minority. Don't ever forget that this is the case. Minorities, victims,
members of groups, are allowed to do anything to address their grievances and to get noticed, because,
they're just, they're so oppressed." Limbaugh added: "The Reverend Jackson will climb all over
everybody who violates his boundaries and his rules -- but he has no boundaries. He has no rules. He
never has to apologize. Like I told you, minorities never do anything for which they have to
apologize. "

These comments followed Limbaugh's performance on the March 19, 2007, broadcast of his show,
when the host referred to Sen. Barack Obama (D-Ill.) as a "magic negro" 27 times, picking up on a
phrase in a Los Angeles Times article, and sung the phrase to the tune of "Puff the Magic Dragon." 59 In
subsequent broadcasts, the show aired a pre-produced song, "Barack the Magic Negro," sung by a
white comedian impersonating Rev. Sharpton, who is portrayed as jealous of Obama in the song. 60

These comments raised the question: Do stations owned by minorities air these two shows less than
those owned by non-minorities? After compiling a list of all affiliates that air both shows, we found that
no minority-owned stations aired "Imus in the Morning" at the time of its cancellation. Minority­
owned stations were also significantly less likely to air "The Rush Limbaugh Show" than non­
minority-owned stations.

These results could be due to the fact that minorities own a disproportionately low level of news or talk
format stations, and these formats accounted for 86 percent of the stations that broadcast these two
shows. But minority-owned talk and news format stations were also less likely to air "The Rush
Limbaugh Show" than other talk and news format stations - and no minority-owned talk or news
stations aired Imus (see Figure 39). Stations owned by women were also less likely to air Limbaugh
than stations not owned by women -- a result that holds when restricted to just news and talk stations.

58 "Imus called women's basketball team 'nappy-headed has"'. Media Matters for America. Apri 142007. Available at
http://mediamatters.org/items/20070404001 1
59 "Latching onto LA Times op-ed Li mbaugh Si ngs 'Barackthe Magic Negro"'. Media Matters for America. March 20. 2007. Ava liable at
http://mediamatters.org/items/200703200012
fil "Limbaugh's Snipe Targets Obama. Musical Parody Called Offensive to Candidate". Christi Parsons. Chicago Times. May 6 2007.
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Figure 39: Stations that Air 'Imus in the Morning' or'The Rush Limbaugh Show'

By Gender/Race Ethnicity
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These resuhs were sLark enough La raise funher quesLions. Do women and minoriLies generally air
conservative programming at lower kvels than their countcrpatts? Are they more likely to air
pTogressive programming?

There is prior evidence LhaL may guide me hypomeses. lv1inoriLies Lend LO VOle fllr DemocraLic
candidaLes and repon relaLively high levels of DemocraLic Pany idemificaLion. WhiLe males Lend LO VOLe
for Republican candidaLes and have a higher Republican Pany affiliaLion idenLificaLion. for women,
the lines are not so dearly drawn, with a near f'YE'll split hetween the Democratic and Repllhlican
candidates in the 2004 presidential election.")

Given lhaL minoriLy-owned SLaLions are more likely LO be locaLed in areas with high minmiLy
populaLions (st't' FigllTt' 31), wt' mighL txpt'rL mt'se OWllt'rs LO air L1lk radio programming maL appt'als
mOTe LO a minoriLy audience. Since the sLaLions owned by women are less roncemraLed in specific
geographic areas, and since the political preferences of women are not very polarized, we might expert
to see no difference in the types ofprogramming aired by female station owners.

61ln the JOC4 national exit pel!' 88 percent African·Americans repmterl voting kr the Demoniltic presirlential canrliclilte, john Kerry; 5" percent
of Latinos said they voted for Kerry; 56 percent of Asians reported a Kerry vote. However, Kerry's support among white, non-Hispanic voters was
much lower, gaining just 41 Pf'rcent of this demographic. Only 44 pf'rcent of all men and 37 percent of all white, non-Hispanic men reported
voting for Kerry. Kerry earred 67 percent of the non-white male vote. Women were nearly spill, with 51 percent of all wcmen voting for Kerry,
irx::luding 44 percent afwhite, non-Hispanic women. Kerry had large support from non-white women, earning 75 percent of this demographic's
votes. See h!lt.t-'".".,·" ..,.mn.<:(lTl.;ElE_n~1'l!..!')I.14.,\'" estrpslJltststiltpsiU '>1 'I lJ..l'ff_dIs.~.huTII far dptills. 1":'( ord inc) ta I'P.-" L"",,(nilt": I'"rt~

Id"n l/fI"-' iI<-n 4Tl'-fl~ 'i~lII'" w'" ~i I...r"-~lln ~lI'J],V~~ -:A' !-'-"r l,"~ 1JIJ-:-" ~Lfl '* ~~ p~'-"n l: 11r ""n-i'\n~~.n'~ 'lll"'r" '-V~wil "1m tl~1 y
I.'emo:,.atlc, fl4 percent '.'ersus Just I pe'-..-.-..nt I&o'\t'~·,n~ thel'rl9!'lves as lie vubllC<O'\S. latinos reported a I)erc,=atIC tdenur.cauon CJt ,-Jr, per(".ent,
v"rou< <.: p"rc,ont 1.-.- (~:t'" ','iom.n "'P.-.-T"'Cl ~ .~~ F"r"'''I1ll:lFt1YJrr"rr ~t,'ldffirll"t",n.V"t"U< B p.r.....-,t Ie,- til. (0-'" ~"" '"111" 2" 1+ f'.....1tr"-11
Land9::aI>'-!: h!enl.1I)~ided and Irr::""asin~jyI'oIarized," Ihoe 1'e"d~S"'.a":h': enterior the I'eovle and the l'ress, fbt. 5, 7'n~:availableat
hun.'·...L?,Jj"Wrl&..,ry,-r-i;!Wrl~,-dj!,d~'IJJvln-'.i'-<-tL::-=751:.
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To invt'stig<ltt' tht'st' hypotht'st's, wt' rompilt'd <l list of tvery <lffiliatt' of <l st'lection of top-r<ltt'd
conservative and progressive hosts and examined differences in the airing of these programs hy
minority- and women-owned stations. ror conservative hosts, we chose Rush Limbaugh, Taura
Tngr<lh<lffi, Dr. L<lur<l Schlesinger, Glen Reck <lnd Bill Rennett POT progressive hosts we chose
Stephanie Miller, Ed Schultz, Alan Colmes, Randi Rhodes, The Young Turks and AI Franken. 6

?

Simple two-way comparative results are presented below, and Appendix C details a more complex
st1tistical tre<ltrnent, which accounts for the vari<lhility in owners' selection whether OT not to air <lny of
tht' 11 hosts in (mr s<lmplt'.

Our data indicate that minority-owned stations are less likely than non-minority-owned stations to air
the conservative programming in our sample (4.6 percent of minority-owned stations, versus 12
percent of the non-minority-owned stations aired at least one of the fIve conservative hosts). Among
t.;:Ilk and news formaL st.;:luons, 22.5 percem of minoriLy-ovllned sLations aired conservative
programming, versus 50.6 percenL of Lhe non-minoriLy-owned news and Lalk slaLions (see Figure 40).
Though there was no difference for progressive programming hetween all minority and non-minority­
owned stations, one-fifth of minority-owned news OT talk stations aired progressive programming,
versus just one-tenth of the non-minority-owned news and talk stations.

Figure 40: Conservative vs. Progressive Hosts
By Minority-Owned Stations
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" Syndicators fer Sean Hannity and Michael Savage refused to proVide a list of affiliates. AI Fran""n's show is no longer on the air. Information on
all hosts was cbtained on May 8·9, J007 from host or synidcator Web sites. ond wos not verified for accurocy. These results are merely suggestive,
ond further study with 0 larger sample of hosts would provide further clority. In addition, detailed occounting of voting ond porty identificotien
behovior at the county level would provide 0 gronuli3r metric of community preferences.
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Stmions ownt'd by women were less likt'ly th<ln thost' not oWllt'd by women to <lir tht' nJllst'rv<ltiw
hosts in our sample, though the magnitude of the difference was not as large as was ohserved in the
case of minority owners (9.7 percent of female-owned sutions aired the conservative programming,
versus 11.11 percent of the non-female-owned st<ltions). Among news and t<llk format st<ltions, 42.11
percent of women-owned stations aired conservative programming, versus 50.1 percent of the non­
female-owned sutions, though this difference is not sutistically significant. The progressive
progr<lmming did air m <l slightly higher level on female-owned news <lnd ulk stMions (Il.S percent
Vt'TSUS 9.7 pt'rct'ilt of tht' non-ft'male-owlwd nt'Ws <lnd ulk format sutions), hut <lg<lin this difft'rt'Tlce
was not statisti cally signifi cant (see Figure 41 ) .

Figure 41: Conservative vs. Progressive Hosts
By Female-Owned Stations
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Tnterestingly, the presence of <l minority-owned st1tion in <l market W<lS signitlc<lntly correlated with
availability of both conservative and progressive programming. Minority-owned sutions were present
in 57.7 percent of markets th<lt <lired hoth types of progr<lmming hut only in 48. 'i percent of markets
th<lt <lired only one type. A similar result W<lS observed for women, though the result is not quite
statistically signific<lnt Female-owned st<ltions were present in 48.11 percent of markets th<lt <lired hoth
types of programming, hut only in 37.7 percent of markets thm <lired only one type (see Figure 42).

Tn addition, markets that aired both progressive and conservative hosts were significantly less
concentrated that markets that aired just one type ofprogr<lmming (see Pigure 43). This result, <llong
with the other findings in this study, seems to indic<lte th<lt h<lving gre<lter diversity of ownership ­
both in terms of race and gendfcT, as well as market power -- leads to greakT diversity in programming.
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Figure 42: Programming Diversity and Market Diversity
Markets with Conservative and Progressive Hosts
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Figure 43: Market Concentration and Programming
Markets with Conservative and Progressive Hosts
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Ovt'r<lll, tht' markets th<lt <lirt'd ronst'rv<ltivt' progT<lmming wt'rt' mort' nmct'ntr<ltt'd th<ln tht' markt'ts
that aired progressive programming (see Figure 44), a result that holds for all three measures of
concentration used in this study.

Figure 44: Market Concentration and Programming
Conservative vs. Progressive Hosts
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There were similar diHerences in the airing of these programs depending on the size of the station
owner <lnd whether <I st<ltion is locally owned. Single-station owners <lired ronserv<ltiw programming
on 7.7 percent of their st<ltions, while those who owned more than one st<ltion <lired this type of show
on 12. 1 percent of their st<ltions. Among the news <lnd talk format st<ltions, 28.1\ percent of the st<ltions
owned by single-station owners aired conservative programming, while multiple sution owners aired
this programming on 52.7 percent of their t11k <lnd news format stmions. l'ews <lnd ulk format
stations owned hy single-sution owners did air progressive programming at a slightly higher level than
multiple station owners, though the difference was not statistically significant (see Figure 45).

Group owners (those who control sutions in multiple markets or more than three sutions in a single
market) aired significantly higher levels of conservative programming. Group owners aired
conservaLive programming on 12.5 percem of their sLLluons, versus jUSL 8.5 percem of the non-group­
owned sLaUons. Among the news and Lalk formaL sLauons, 53.6 percem of the sLaLions owned by group
owners aired conservative programming, while multiple sution owners aired this programming on
35.6 percent of their talk <lnd news format sutions (see Figure 46).
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Figure 45: Conservative vs. Progressive Hosts
By Single-Station Owners
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Figure 46: Conservative vs. Progressive Hosts
By Group Station Owners
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Finally, OUT srudy also found thm loc<ll station OWTWrs <lirt'd significantly lowt'r It'wls of rcmst'TV<ltiw
programming compared to non-local owners. Loc<llly owned stations aired the conseTVative
programming on 9.9 percent of their stations versus 12.6 percent of the non-locally owned stations.
Among the news <lnd t<llk format st<ltions, 43.2 percent of the loc<llly owned stations aired conseTV<ltiw
programming, compared to 54.3 percent of the non-locally owned talk and news format stations (see
Figure 47).

Figure 47: Conservative vs. Progressive Hosts
By Locally Owned Stations
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Taken LogeLher, Lhese d<lL<l seem LO indic<lLe LhaL pOLemi<l1 one-sidedness on the r<ldio di<ll in LenllS of
poliucal programming may have jUSL as much LO do wiLh who me owners are as iL does wiLh Lhe
demands of market listeners. 'AThere markets <lre less roncentr<lted <lnd h<lvl:' more diversity of
ownership, we see more vmif'tyin pmgr<lmming. This result may seem obvious. TIm policymakers may
h<lw forgotten tllP re<lson behind ownership rules th<lt mitig<lte medi<l market concentr<ltion <lnd
consolid<ltion: Incre<lsing diwrsity <lnd loc<llism in ownership will produce mOTP diverse speech, mom
choice for listrners, <lnd mom owners who <lre responsive to their loc<ll communities and seNe the
public interest.
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Conclusions and Recommendations

As the FCC goes back to the drawing board to reconsider media ownership rules, it must pay close
attention to the Third Circuit's strong language regarding the Commission's failure to adequately justifY
its rule changes in regards to female and minority ownership. It is not sound policymaking to assert
that diversity, localism and female/minority ownership are important goals, but then ignore the effects
that rule changes have on these goals. Furthermore, it is a failure of responsibility to gather valuable
information on ownership but then do nothing with the data. And it is inexcusable to continue to
release data summaries the Commission knows to be flawed.

The findings of this study, and those in Out of the Picture, are crucial first steps toward understanding
the true state of female and minority broadcast ownership and the effects of FCC policy on these
owners. But more work needs to be completed, such a longitudinal studies examining the changes
produced by the 1996 Telecommunications Act. The Commission should conduct this work and pay
close attention to the changes in ownership over time.

The results of our two studies on female and minority broadcast ownership demonstrate that any policy
changes that allow for increased concentration in television and radio markets will certainly decrease
the already low number of female- and minority-owned broadcast stations. Enacting regulations that
lead to such outcomes directly contradicts the Commission's statutory and legal obligations under the
1996 Telecommunications Act. Instead, the Commission should consider pro-active policies that
protect and promote female and minority ownership.

It is important to note that the effects of other policies aimed at increasing female and minority
broadcast ownership - such as tax credits, relaxed equity/debt attribution rules, incubator programs, or
digital channel leasing - will be negligible in an environment of increased market consolidation at
the local level.

The Commission needs to think hard about the damages brought about by the misguided policies of
the late 1990s, which radically increased market concentration. In the radio sector alone, it is hard for
a new entrant to get into the business by purchasing a single station. The realities of the consolidated
marketplace mean that owners must control multiple stations in multiple markets to realize the
economies of scale that are needed to prosper. But these economies of scale are artificial creations
based on poor public policy decisions. The FCC has a social responsibility to restore an environment
that rewards localism and dedication to community service.

In addition, we recommend the Commission take the following actions:

The FCC Media Bureau should conduct annual comprehensive studies of every licensed broadcast
radio and television station to determine the true and evolving level of female and minority
ownership.

o The study should examine the level of ownership at both the national level and at the
local DMA and Arbitron market levels.

o The study should be longitudinal, examining the changes since 1999, when the
Commission began gathering gender and race/ethnicity ownership information.

o The study should focus on station format and content, particularly paying attention to
local news production.

o The study, as well as the raw data, should be made available to the public.
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The FCC should revise and simplifY the public display of individual Form 323 station filings.

o A citizen searching for the owner of a local station should easily be able to ascertain the
true identity of a station owner, and the Commission should make it easier to find out
the true identity of past owners.

o The practice of station licenses being held by layers of wholly owned entities should be
thoroughly examined by the Commission. While this practice may serve a purpose for
the tax liability of license holders, it serves no purpose in the identification of the those
controlling the public airwaves.

o Broadcast licenses are awarded for temporary use of the public airwaves, and the
identities of the owners should be clearly stated on a single form.

The Commission should expand the universe of stations that are required to file Form 323.

o Currently, no owners of Class-A, translator or low-power stations are required to file
ownership information with the FCC. However, the Commission states that these
classes ofstations are important entry points for female and minority owners. To
validate this hypothesis, the Commission should extend the obligation of filing Form
323 to these stations.

o Currently all noncommercial educational broadcasters file Form 323-E, which does not
solicit information about the gender, race, and ethnicities ofstation owners. The
Commission should require their owners to disclose this information.

The FCC should not take any action on media ownership rules until it has thoroughly studied the
issue of female and minority ownership and analyzed the effects of past policies.

o The FCC should also complete the open proceeding on how to better implement
Section 257 of the 1996 Telecommunications Act before proceeding with any
rulemaking. 63

In addition, Congress should move to authorize the expansion of low-power FM (LPFM) radio licenses
to 3rd adjacent channels on the dial. The interference problems cited to curtail community radio in
the past have been disproved, and the distribution of new licenses is long overdue. This would open
thousands of new local stations across the country and promote opportunities for diverse voices to use
the public airwaves. The LPFM stations that have been licensed to date have been a tremendous
success, exemplifYing the goal of a more diverse media system. Expanding access to these localized,
non-commercial licenses would not solve the problem of minority ownership. But LPFM represents
the quickest way to bring minority owned stations online while the FCC works to solve the long-term
structural problems that have perpetuated a legacy of under-representation.

(,3 MB Docket No. 04-228. "Media Bureau Seeks Comment on Ways to Further Section 257 Mandate and to Build on EarlierStudies" DA 04-1690.
June 15. 2004.
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Appendix A - Additional Tables

Figure A1: Full Ownership Summary

Gender of Owner
No Controlling

RacejEthnicity of Female Male Interest for Unknown Total Percent of
Percent of

Owner Gender All Stations
All Unique

Owners
#of Total # # of Total # #of Total # #of Total # # of Total #

Unique of Unique of Unique of Unique of Unique of
Owners Stations Ow'ners Stations Owners Stations Owners Stations Owners Stations

AmerIcan IndIan/AI<
1 3 10 26 1 1 0 0 12 30 0.3 0.4

Native

Asian 8 23 14 64 2 3 0 0 24 90 0.9 0.8

Black or African American 15 22 104 305 8 16 3 3 130 346 3.3 4.6

Hispanic or Latino 22 24 88 229 18 36 0 0 128 289 2.8 4.5

Native Hawaiian or Pacific
0 0 1 21 0 0 0 0 1 21 0.2 0.0

Islander

White, Non-Hispanic 236 522 1,786 7,787 278 612 0 0 2300 8921 84.9 80.8

No Controlling Interest
0 0 8 9 14 521 0 0 22 530 5.0 0.8

for Race/Ethnicity

Unknown Race/Ethnicity 14 15 75 92 7 7 132 165 228 279 2.7 8.0

Total 296 609 2,086 8,533 328 1196 135 168 2,845 10,506 100 100

All Minorities 46 72 217 645 29 56 3 3 295 776 7.4 10.4

Percent ofAll Stations 5.8 81.2 11.4 1.6 100

Percent ofAll Unique
10.4 73.3 11.5 4.7 100

Owners

Source: Tee Torm 323 filings; BfA Tinancial; Tree Press Research
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Figure A2: Full Ownership and Format Summary
By Race/Ethnicity

American
Black or

Native No
All Minority-

Indian
Asian African

Hispanic or Hawaiian/ White, Non- Controlling Unknown
Owned Total

/Alaska
American

Latino Pacific Hispanic Interest for Race
Stations

Native Islander Race
NWllbcr 0 NWllber 0 Number 0 NWllbero NWllhcr 0 NWllbero NWllhcr 0 Number 0 Number 0 NWllbero

Stations Stations Stations Stations Stations Stations Stations Stations Stations Stations

Percent
Percent

Percent
Percent

Percent
Percent

Percent
Percent

Percent
Percent

Percent
Percent

Percent
Percent

Percent
Percent

Percent
Percent

Percent
Percent

of
l!()r~~a1's of Own of , of Own I"or~~at's ~fown of, of Own of, of Own of, of Own of, of Own of , of Own of, of All

liormat's ~f~wn
~~~~~~~ Stations ~~~~~~: Stations ~~~~~a~: Stations ~~~~~~: Stations ~~~~a~: Stations ~~~~~: Stations ~~~~~a~~~ StationsStations' tations Stations Stations Stations' tations

3 5 7 5 5 1,317 60 23 25 1,425
0.2 10.0 0.4 5.6 0.5 2.0 0.4 1.7 0.4 23.8 92.4 14.8 4.2 11.3 1.6 8.2 2 3.2 100 13.6

1 2 7 u U 4"3 43 7 16 553

0.2 3.3 0.4 2.2 1.3 2.0 0.0 0.0 0.0 0.0 89.2 5.5 7.8 8.1 1.3 2.5 2 1.3 100 5.3
V u V U V LO , , 0 'v

0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 93.3 0.3 3.3 0.2 3.3 0.4 0 0.0 100 0.3
U 1 b 5 U 38" 43 3 12 44b

0.0 0.0 0.2 1.1 1.3 1.7 1.1 1.7 0.0 0.0 87.0 4.3 9.6 8.1 0.7 1.1 3 1.5 100 4.2
9 4 D " " ,0,2 M 7' 46 L,Va

0.4 30.0 0.2 4.4 0.7 4.3 0.4 3.1 0.4 42.9 89.8 20.3 4.2 15.8 3.7 26.9 2 5.9 100 19.2
U 1 2 2 2 2U U 2 7 2"

0.0 0.0 3.4 1.1 6.9 0.6 6.9 0.7 6.9 9.5 69.0 0.2 0.0 0.0 6.9 0.7 24 0.9 100 0.3
0 0 0 1 0 43 0 1 1 45

0.0 0.0 0.0 0.0 0.0 0.0 2.2 0.3 0.0 0.0 95.6 0.5 0.0 0.0 2.2 0.4 2 0.1 100 0.4
U 3U 4 b U 53 1 2 40 %

0.0 0.0 31.3 33.3 4.2 1.2 6.3 2.1 0.0 0.0 55.2 0.6 1.0 0.2 2.1 0.7 42 5.2 100 0.9
0 0 6 1 0 51 4 0 7 62

0.0 0.0 0.0 0.0 9.7 1.7 1.6 0.3 0.0 0.0 82.3 0.6 6.5 0.8 0.0 0.0 11 0.9 100 0.6
1 u U U U bU L U i b3

1.6 3.3 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 95.2 0.7 3.2 0.4 0.0 0.0 2 0.1 100 0.6
V 4 L 4 V "0 4' 4 16 D7

0.0 0.0 2.5 4.4 1.3 0.6 2.5 1.4 0.0 0.0 62.4 1.1 28.7 8.5 2.5 1.4 6 1.3 100 1.5
1 5 9 5 U 817 47 13 20 8"7

0.1 3.3 0.6 5.6 1.0 2.6 0.6 1.7 0.0 0.0 91.1 9.2 5.2 8.9 1.4 4.7 2 2.6 100 8.5
1 0 2 4 1 285 11 10 8 314

0.3 3.3 0.0 0.0 0.6 0.6 1.3 1.4 0.3 4.8 90.8 3.2 3.5 2.1 3.2 3.6 3 1.0 100 3.0
3 3 10 ( 1 b"' 33 L" 24 ("U

0.4 10.0 0.4 3.3 1.3 2.9 0.9 2.4 0.1 4.8 89.1 7.8 4.2 6.2 3.6 10.0 3 3.1 100 7.4
V u V U V 4 V U 0 4

0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 100.0 0.0 0.0 0.0 0.0 0.0 0 0.0 100 0.0
U 7 iLL , 1 7'L 14 bL 135 "b3

0.0 0.0 0.7 7.8 12.7 35.3 0.5 1.7 0.1 4.8 78.1 8.4 1.5 2.6 6.4 22.2 14 17.4 100 9.2
3 1 7 3 1 612 39 11 15 677

0.4 10.0 0.1 1.1 1.0 2.0 0.4 1.0 0.1 4.8 90.4 6.9 5.8 7.4 1.6 3.9 2 1.9 100 6.4
U 1b " Ll" U 3>4 " 14 244 bLl

0.0 0.0 2.6 17.8 1.4 2.6 35.3 75.8 0.0 0.0 57.0 4.0 1.4 1.7 2.3 5.0 39 31.4 100 5.9
5 3 6 5 1 435 43 10 20 508

1.0 16.7 0.6 3.3 1.2 1.7 1.0 1.7 0.2 4.8 85.6 4.9 8.5 8.1 2.0 3.6 4 2.6 100 4.8
3 3 9 5 U 373 15 5 20 413

0.7 10.0 0.7 3.3 2.2 2.6 1.2 1.7 0.0 0.0 90.3 4.2 3.6 2.8 1.2 1.8 5 2.6 100 3.9
0 5 123 3 0 231 36 8 131 406

0.0 0.0 1.2 5.6 30.3 35.5 0.7 1.0 0.0 0.0 56.9 2.6 8.9 6.8 2.0 2.9 32 16.9 100 3.9
30 90 346 289 21 8921 530 279 776 10,506

0.3 100 0.9 100 3.3 100 2.8 100 0.2 100 84.9 100 5.0 100 2.7 100 7.4 100 100 100

Source: Tee Torm 323 filings; BfA Tinancial; Tree Press Research
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Figure A3: Full Ownership and Format Summary
By Gender

No Controllmg
Unknown

Female Male Interest for
Gender

Total
Gender

Format Category Number of Stations Number of Stations Number of Stations Number of Stations Number of Stations

Percent of Percent 0 Percent of Percent 0 Percent of Percent 0 Percent of Percent 0 Percent of Percent of
Format's Own FOlmat's Own Format's Own Format's Own Format's All
Stations Stations Sta1ions Stations Stations Stations Stations Stations Stations Stations

Adult 81 1,174 153 17 1,425
ContempOrary 5.7 13.3 82.4 13.8 10.7 12.8 1.2 10.1 100 13.6
IAibum Oriented/ 28 455 68 2 553
Classic Rock 5.1 4.6 82.3 5.3 12.3 5.7 0.4 1.2 100 5.3

Classical
2 26 2 0 30

6.7 0.3 86.7 0.3 6.7 0.2 0.0 0.0 100 0.3
ILontemporary 1~ 3/4 ~~ 2 440
Hit Radio 3.4 2.5 83.9 4.4 12.3 4.6 0.4 1.2 100 4.2

Country
u7 1,~71< DU ~2 2,017

6.8 22.5 78.2 18.5 12.4 20.9 2.6 31.0 100 19.2

Dark - Not on air
2 21 4 2 2~

6.9 0.3 72.4 0.2 13.8 0.3 6.9 1.2 100 0.3

Easy listening 7 35 3 0 45
15.6 1.1 77.8 0.4 6.7 0.3 0.0 0.0 100 0.4

Ethnic
11 77 6 2 96

11.5 1.8 80.2 0.9 6.3 0.5 2.1 1.2 100 0.9

Jazz/New Age
5 48 9 0 62

8.1 0.8 77.4 0.6 14.5 0.8 0.0 0.0 100 0.6
IMlddle 01 the 4 52 7 U 03
Road 6.3 0.7 82.5 0.6 11.1 0.6 0.0 0.0 100 0.6

Miscellaneous
0 ~5 54 2 157

3.8 1.0 60.5 1.1 34.4 4.5 1.3 1.2 100 1.5

News
43 /4~ lU2 / I<~/

4.8 7.1 83.1 8.7 11.4 8.5 0.8 4.2 100 8.5
INostalgIa/ Hlg 1~ 2~2 31< ~ 314
Band 6.1 3.1 80.3 3.0 12.1 3.2 1.6 3.0 100 3.0

Oldies
49 621 95 15 780

6.3 8.0 79.6 7.3 12.2 7.9 1.9 8.9 100 7.4
PubllC/ 0 4 0 0 4
Educational 0.0 0.0 100.0 0.0 0.0 0.0 0.0 0.0 100 0.0

Religion
69 778 83 33 963

7.2 11.3 80.8 9.1 8.6 6.9 3.4 19.6 100 9.2

Rock
38 558 76 5 677

5.6 6.2 82.4 6.5 11.2 6.4 0.7 3.0 100 6.4

Spanish
30 535 45 11 621

4.8 4.9 86.2 6.3 7.2 3.8 1.8 6.5 100 5.9

Sports
20 417 66 5 508

3.9 3.3 82.1 4.9 13.0 5.5 1.0 3.0 100 4.8

Talk
II< 3~7 3D L 4u

4.4 3.0 86.4 4.2 8.7 3.0 0.5 1.2 100 3.9

Urban
L~ 331 44 0 4uo

6.2 4.1 81.5 3.9 10.8 3.7 1.5 3.6 100 3.9

Total
609 8533 1196 168 10,506

5.8 100 81.2 100 11.4 100 1.6 100 100 100

Source: Tee Torm 323 filings; BfA Tinancial; Tree Press Research
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Figure A4: Top Formats
By Race/Ethnicity

Minority-Owned Stations Non-Minority-Owned Stations

Number of Percent of
Number ot Percent ot

Minority Minority
Percent of Non Non Percent of

Format
All Stations

Format
Minority Minority All Stations

Stations Stations
Stations Stations

Spanish 244 31.4 2.3 Country 1,971 20.3 18.8

Religion 135 17.4 1.3 Adult Contemporary 1,400 14.4 13.3

Urban 131 16.9 1.2 News 877 9.0 8.3

Country 46 5.9 0.4 Religion 828 8.5 7.9

Ethnic 40 5.2 0.4 Oldies 756 7.8 7.2

Adult Contemporary 25 3.2 0.2 Rock 662 6.8 6.3

Oldies 24 3.1 0.2 Album Oriented/Classic Rock 543 5.6 5.2

News 20 2.6 0.2 Sports 488 5.0 4.6

Sports 20 2.6 0.2 Contemporary Hits/Top 40 434 4.5 4.1

Talk 20 2.6 0.2 alk 393 4.0 3.7

Rock 15 1.9 0.1 Spanish 377 3.9 3.6

Contemporary Hits/Top 40 12 1.5 0.1 Nostalgia/Big Band 306 3.1 2.9

Album Oriented/Classic Rock 10 1.3 0.1 Urban 275 2.8 2.6

Miscellaneous 10 1.3 0.1 Miscellaneous 147 1.5 1.4

Nostalgia/Big Band 8 1.0 0.1 Midclle of the Road 62 0.6 0.6

Dark - Not on air 7 0.9 0.1 Ethnic 56 0.6 0.5

lazz/New Age 7 0.9 0.1 lazz/NewAge 55 0.6 0.5

Easy Listening 1 0.1 0.0 Easy Listening 44 0.5 0.4

Middle ofthe Road 1 0.1 0.0 Classical 30 0.3 0.3

Classical 0 0.0 0.0 Dark - Not on air 22 0.2 0.2

Public/Educational 0 0.0 0.0 Public/Educational 4 0.0 0.0

Total 776 100 7.4 otal 9730 100 92.6

Source: Tee Torm 323 filings; BfA Tinancial; Tree Press Research
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Figure AS: Top Formats
By Gender

Female-Owned Stations Non-Female-Owned Stations

Number ot Percent ot
Percent of

Number ot Percent ot
Percent of

Format Female Female
All Stations

Format Non Non
All Stations

Stations Stations Female Female
Country 137 22.5 1.3 Country 1,880 19.0 17.9

Adult Contemporary 81 13.3 0.8 Adult Contemporary 1,344 13.6 12.8

Religion 69 11.3 0.7 Religion 894 9.0 8.5

Oldies 49 8.1 0.5 News 854 8.6 8.1

News 43 7.1 0.4 Oldies 731 7.4 7.0

Rock 38 6.2 0.4 Rock 639 6.5 6.1

Spanish 30 4.9 0.3 Spanish 591 6.0 5.6

Album Oriented/ Classic Rod 28 4.6 0.3 Album Oriented/ Classic Rod 525 5.3 5.0

Urban 25 4.1 0.2 Sports 488 4.9 4.6

Sports 20 3.3 0.2 Contemporary Hits /Top 40 431 4.4 4.1

Nostalgia/Big Band 19 3.1 0.2 alk 395 4.0 3.8

Talk 18 3.0 0.2 Urban 381 3.9 3.6

Contemporary Hits/ Top 40 15 2.5 0.1 Nostalgia/Big Band 295 3.0 2.8

Ethnic 11 1.8 0.1 Miscellaneous 151 1.5 1.4

Easy Listening 7 1.2 0.1 Ethnic 85 0.9 0.8

Miscellaneous 6 1.0 0.1 Middle of tbe Road 59 0.6 0.6

lazz/New Age 5 0.8 0.0 lazz/N ewAge 57 0.6 0.5

Middle ofthe Road 4 0.7 0.0 Easy Listening 38 0.4 0.4

Classical 2 0.3 0.0 Classical 28 0.3 0.3

Dark - Not on air 2 0.3 0.0 Dark - Not on air 27 0.3 0.3

Public/Educational 0 0.0 0.0 Public/Educational 4 0.0 0.0

Total 609 100 5.8 otal 9897 100 94.2

Source: Tee Torm 323 filings; BfA Tinancial; Tree Press Research
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Appendix B- Statistical Appendix I

Market Concentration and Female and Minority Radio Station Ownership

To examine the relationship between minority-ownership of full-power commercial radio stations and
radio market concentration, several econometric models were constructed. We chose to treat minority
or female station ownership as a dependent variable, and examine the probability that a given station (or
market) will be minority- or female-owned (or contain a minority- or female-owned station) given the
characteristics ofa market, including the market concentration.

These probability models are generally specified as:

femownsta = a + Jlj(concentration)i + Jl2(mktpop)i + fi'3(pctminor)i + Jl4(pctfem)i + Jls(AM)i + /Oi

minownsta = a + Jll(concentration)i + Jl2(mktpop)i + fi3(pctminor); + fi'4(pctfem)i + ji,;(AM)i + P.i

femownmkt = a + Jlj(concentration)i + Jl2(mktpop)i + Jl3(pctminor)i + Jl4(pctfem)i + Jls(minownmkt)i + P.i

minownmkt = a + Jlj(concentration)i + fi2(mktpop)i + fi3(pctminor)i + fi4(pctfem)i + Jlj(femownmkt)i + P.i

Where

femownsta = dummy variable for a female-owned station.

minownsta = dummy variable for a minority-owned station.

femownmkt = dummy variable for a market with a female-owned station.

minownmkt = dummy variable for a market with a minority-owned station.

concentration = One of three variables, each measured in separate equations

HHlshare = the HHI for a particular market, based upon station audience share.

HHlrev = the HHI for a particular market, based upon an owner's share of market revenue

stationratio = the number of commercial stations in a market divided by the number of unique owners in
that market

mktpop = the total population living in the Arbitron market.

pctminor = the percentage of a market's population that is of minority racial or ethnic status.

pctfem = the percentage of a market's population that are women.

AM = dummy variable for an AM station

Each probability model was investigated using Probit models with robust standard errors.

The results are presented below in Figures B1-B12. These results generally suggest that the probability
that a given radio station is minority-owned, or female-owned, is significantly lower in more
concentrated markets, even if market and station ch aracteristics are held constant. This result is also
seen when examining the probability that a market will have a minority-owned radio station or a
female-owned radio station. Furthermore, the presence of a minority-owned station in a market
increases the probability that a particular market will also have a female-owned station.
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Figure 81:
Dependent Variable ~ station owned by a minority (0 or 1)

Probit

Coefficient
(sig wi robust std. error)

Ratio of Number of Stations per -0.0851
Unique Owner in Market (0.050)**

Total Market Population
5.26 x 10"

(0.507)

Percent Minority 0_0224
Population in Market (0.000)***

Percent Female 0_0247

Population in Market (0.371)

0.3915
AM Station

(0.000)***

-3.2589
constant

(0.021)**

N ~ 6381 pseudo-R' ~ 0.0097

.. = slglllficant at 10% level ** = slgmflcant at 5% level; ** .. = slglllficant at 1% level

Source: I'orm 323 fllings; BfA I'inancial; Tree Press Research

Figure 82:
Dependent Variable = station owned by a female (0 or 1)

= slglllficant at 1% level= slglllficant at 10% level = slgmflcant at 5% level.

Probit

Coefficient

(sig wi robust std. error)

Ratio of Number of Stations per -0.2302

Unique Owner in Market (0.000)* **

Total Market Population -2.28 x 10"
(0.036)**

Percent Minority 0.0029
Population in Market (0.067)*

Percent Female 0.019

Population in Market (0.473)

0.0569
AM Station

(0.281)

-2.0779
constant

(0.123)

N ~ 6381 pseudo-R' ~ 0.0130

... .***

Source: I'orm 323 fllings; BfA I'inancial; Tree Press Research
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Figure 83:
Dependent Variable = station owned by a minority (0 or 1)

Probit

Coefficient

(sig wi robust std. error)

-0.000183
HHI Audience Share

(0.000)' "

Total Market Population
-9.75 x 10"

(0.282)

Percent Minority 0.2248
Population in Market (0.000)' "

Percent Female 0.0605
Population in Market (0.045)"

0.3915
.AM Station

(0.000)' "
-4.9643

constant
(0.001)'"

N = 6381 pseudo-R' = 0.1015

.. = slglllficant at 10% level; ** = slgmftcant at 5% level; ** = slglllficant at 1% level

Source: I'orm 323 fllings; BfA I'inancial; Tree Press Research

Figure 84:
Dependent Variable =station owned by a female (0 or 1)

Probit

Coefficient
(sig wi robust std. error)

HHI Audience Share
-0.000189

(0.000)'"

Total Market Population -3.98 x 10"
(0.001)'"

Percent Minority 0_0036
Population in Market (0.025)"

Percent Female 0_0536

Population in Market (0_066)'

AM Station
0.07

(0.179)

-4.0759
constant

(0.005)'"

N = 6381 pseudo-R' = 0.0076

.. = slglllficant at 10% level; ** = slgmftcant at 5% level; ** = significant at 1% level

Source: I'orm 323 fllings; BfA I'inancial; Tree Press Research
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Figure 85:
Dependent Variable ~ station owned by a minority (0 or 1)

Probit

Coefficient
(sig wi robust std. error)

-0.000035
HH1 Revenue Share

(0.159)

Total Market Population
1.32 x 10"

(0.879)

Percent Minority 0.022
Population in Market (0.000)***

Percent Female 0_03

Population in Market (0.292)

0.4
AM Station

(0.000)***

-3.6172
constant

(0.012)**

N = 6381 pseudo-R' ~ 0.0989

.. = slglllficant at 10% level; ** = slgmftcant at 5% level; ** x = slglllficant at 1% level

Source: I'orm 323 fllings; BfA I'inancial; Tree Press Research

Figure 86:
Dependent Variable ~ station owned by a female (0 or 1)

_ slglllficant at 1% level_ slglllficant at 10% level, _ slgmftcant at 5% leveL

Probit

Coefficient

(sig wi robust std. error)

HH1 Revenue Share
-0.00003

(0.239)

Total Market Population -2.53 x 10"
(0.021)**

Percent Minority 0_0034
Population in Market (0.034)**

Percent Female 0_0262
Population in Market (0.338)

AM Station
0_0807

(0.122)

-2.924
constant

(0.034)**

N = 6381 pseudo-R' ~ 0.0037

... .**x

Source: I'orm 323 fllings; BfA I'inancial; Tree Press Research
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Figure 87:
Dependent Variable ~ market with a minority-Dwned station (0 or 1)

Probit Probit

Coefficient Coefficient
(sig wi robust std. error) (sig wi robust std. error)

Ratio of Number ofStations per -0.2124 -0.1847
Unique Owner in Market (0.100)* (0.169)

Total Market Population
1.04 x 10" 9.84x 10'
(0.000)*** (0.000)***

Percent Minority 0.0569 0.0564
Population in Market (0.000)*** (0.000)***

Percent Female -0.0082
Population in Market (0.936)

0.2434
Female Owner in Market

(0.219)

-1.296 -1.0202
constant

(0.001)*** (0.219)

N~ 298 pseudo-R' ~ 0.4021 pseudo-R' ~ 0.4061

.. = slgmflGl.ot at 10% level; A<x = slgmficant at 5% level: x ** = stgniftcant at 1% level

Source: I'orm 323 fllings; BfA I'inancial; Tree Press Research

Figure 88:
Dependent Variable = market with a female-owned station (0 or 1)

_ stgniftcant at 1% level_ slgmflGl.ot at 100(0 level, = slgmficant at 5% level

Probit Probit

Coefficient Coefficient

(sig wi robust std. error) (sig wi robust std. error)

Ratio of Number ofStations per -0.4545 -0.3864
Unique Owner in Market (0.000)*** (0_001)***

Total Market Population 8.92x 10" 5.45 x 10"
(0_212) (0.406)

Percent Minority -0_0012
Population in Market (0.828)

Percent Female 0.0817 0.0874
Population in Market (0.312) (0.295)

Minority Owner in Market
0.4843

(0.013)**

-3.3013 -3.9589
constant

(0.422) (0.352)

N~ 298 pseudo-R' ~ 0.0581 pseudo-R' ~ 0.0786

*. .**

Source: I'orm 323 fllings; BfA I'inancial; Tree Press Research
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Figure 89:
Dependent Variable ~ market with a minority-Dwned station (0 or 1)

Probit Probit

Coefficient Coefficient
(sig wi robust std. error) (sig wi robust std. error)

HH1 Audience Share
-0.000276 -0_000247

(0.056)* (0.092)*

Total Market Population
9.65 x 10' 9.12xlO'
(0.000)*** (0.000)***

Percent Minority 0.0572 0.0567
Population in Market (0.000)*** (0.000)***

Percent Female 0.012
Population in Market (0.909)

0.2459
Female Owner in Market

(0.199)

-1.2792 -2.0123
constant

(0.001)*** (0.701)

N~ 298 pseudo-R' ~ 0.4018 pseudo-R' ~ 0.4059

.. = slgmflGl.ot at 10% level; A<x = slgmficant at 5% level: x ** = stgniftcant at 1% level

Source: I'orm 323 fllings; BfA I'inancial; Tree Press Research

Figure 810:
Dependent Variable = market with a female-owned station (0 or 1)

_ stgniftcant at 1% level_ slgmflGl.ot at 100(0 level, = slgmficant at 5% level

Probit Probit

Coefficient Coefficient

(sig wi robust std. error) (sig wi robust std. error)

HH1 Audience Share
-0.00055 -0.000475
(0.000)*** (0.001)***

Total Market Population 3.62 x 10" 7.98x 10"
(0.585) (0.896)

Percent Minority -0.0003
Population in Market (0.958)

Percent Female 0.151 0.1488
Population in Market (0.079)* (0.090)*

Minority Owner in Market
0.4548

(0.017)**

-6.8886 -7.1217
constant

(0.110) (0.107)

N~ 298 pseudo-R' ~ 0.0622 pseudo-R' ~ 0.0814

.. ...
Source: I'orm 323 fllings; BfA I'inancial; Tree Press Research
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Figure 811:
Dependent Variable ~ market with a minority-Dwned station (0 or 1)

Probit Probit

Coefficient Coefficient
(sig wi robust std. error) (sig wi robust std. error)

-0.000062 -0_000052
HHI Revenue Share

(0.408) (0.484)

Total Market Population
1.06 x 10" 9.96x 10'
(0.000)*** (0.000)***

Percent Minority 0.0566 0.056
Population in Market (0.000)*** (0.000)***

Percent Female -0.0114
Population in Market (0.912)

Female Owner in Market
0.2735

(0.156)

-1.6063 -1.1383
constant

(0.000)*** (0.829)

N~ 298 pseudo-R' ~ 0.3975 pseudo-R' ~ 0.4026

.. = slgmflGl.ot at 10% level; A<x = slgmficant at 5% level: x ** = stgniftcant at 1% level

Source: I'orm 323 fllings; BfA I'inancial; Tree Press Research

Figure 812:
Dependent Variable = market with a female-owned station (0 or 1)

_ stgniftcant at 1% level_ slgmflGl.ot at 100(0 level, = slgmficant at 5% level

Probit Probit

Coefficient Coefficient

(sig wi robust std. error) (sig wi robust std. error)

HHI Revenue Share
-0.0002 -0.00017
(0.003)*** (0_007)***

Total Market Population 6.lOx 10" 3.05 x 10"
(0.385) (0.628)

Percent Minority -0.0024
Population in Market (0.674)

Percent Female 0.0978 0.0991
Population in Market (0.231) (0.239)

Minority Owner in Market
0.5217

(0_007)***

-4.5368 -4.899
constant

(0.274) (0.253)

N~ 298 pseudo-R' ~ 0.0469 pseudo-R' ~ 0.0699

*. .**

Source: I'orm 323 fllings; BfA I'inancial; Tree Press Research
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Appendix C- Statistical Appendix II

Market Concentration and Progressive vs. Conservative Talk Show Hosts

To examine the relationship between conservative versus progressive talk show programming and
radio market concentration, several econometric models were constructed. The first set of models
examines the effect that the presence of conservative or progressive in a market has on market
concentration. In order to control for market-specific effects, several control variables were used:
market population, the percent of minority population within a given market, the presence of a
minority-owned station within a given market, and the presence of a female-owned station within a
given market. This approach is also used to examine the relationship between markets that aired both
types of programming and market concentration.

These models are generally specified as:

HHlshare = a + /il(progmkt)i + fi'dconmkt)i + jI3(mktpop)i + /i4(pctminor)i + /is(minownmkt)i +
/is(femownmkt)i + P.i

HHlrev = a + /i,(progmkt)i + /idconmkt)i + jI3(mktpop)i + jI4(pctminor)i + /is(minownmkt)i +
/is(femownmkt)i + P.i

stationratio = a + fi'J(progmkt)i + j1dconmkt)i + /i3(mktpop)i + /i4(pctminor)i + /is(minownmkt)i +
/i6(femownmkt)i + {Oi

HHlshare = a + /il (bothmkt) + /i2(mktpop)i + /i3(pctminor)i + /i4(minownmkt)i + /is(femownmkt)i + P.i

HHlrev = a + /il(bothmkt)+ fi'2(mktpop)i + /i3(pctminor)i + fi'4(minownmkt)i + /is(femownmkt)i + Ci

stationratio = a + fi'J(bothmkt) + /idmktpop)i + /i3(pctminor)i + /i4(minownmkt)i + fi's(femownmkt)i + P.i

Where

HHlshare = the HHI for a particular market, based upon station audience share.

HHlrev = the HHI for a particular market, based upon an owner's share of market revenue

stationratio = the number of commercial stations in a market divided by the number of unique owners in that
market

progmkt = dummy variable for a market that aired at least one of the six progressive hosts.

conmkt = dummy variable for a market that aired at least one of the five conservative hosts.

bothmkt = dummy variable for a market that aired both types of programming

mktpop = the total population living in the Arbitron market.

pctminor = the percentage of a market's population that is of minority racial or ethnic status.

femownmkt = dummy variable for a market with a female-owned station.

minownmkt = dummy variable for a market with a minority-owned station.

Each model was investigated as OLS models with robust standard errors.

The results are presented below in Figures CI-C3. These results generally suggest that markets that air
conservative programming are more concentrated, and markets that air progressive programming are
less concentrated. They also indicate that markets that air both types of programming are less
concentrated than the market where just one type of programming is available.
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Figure C1:
Dependent Variable ~ HHI Audience Share

_ slgmficant at 1 Vo levelslgmficant at 5 Vo leveLstgniftcant at lOVo level,

OLS OLS

Coefficient Coefficient

(sig wi robust std. error) (sig wi robust std. error)

Market airing a progressive -121.5

host (0.088)*

Market airing a conservative 360.7

host (0.000)***

-0.0001 -0.0001
Total market population

(0.000)*** (0.000)***

Percent minority -0.025 0.067

population in market (0.992) (0.979)

Minority-owned station in -264.7 -271.1

market (0.000)*** (0.000)***

Female-owned station in -182.6 -179.1

market (0.007)*** (0.008)***

Market airing BOTH a -118.8
conservative host and a
progressive host (0.094)*

1865.2 2222.4
Constant

(0.000)*** (0.000)***

N=280 R' ~ 0.2139 R' ~ 0.2119

.'* ....'x -

Source: I'arm 323 filings; BfA I'inancial; Host websites; Tree Press Research
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Figure C2:
Dependent Variable ~ HH1 Revenue Share

= slgmficant at 1% level_ stgniftcant at 10% level, _ slgmficant at 5% leveL

OLS OLS

Coefficient Coefficient

(sig wi robust std. error) (sig wi robust std. error)

Market airing a progressive -361.8

host (0.014)**

Market airing a conservative 92.5

host (0.565)

-0.0002 -0.0002
Total market population

(0.001)*** (0.001)***

Percent minority -9.13 -9.04

population in market (0.104)* (0.106)

Minority-owned station in -451.1 -457.1

market (0_020)** (0.018)**

Female-owned station in -457.0 -453.6

market (0.001)*** (0.001)***

Market airing BOTH a -359.3
conservative host and a
progressive host (0.014)**

4247.6 4336.9
Constant

(0.000)*** (0.000)***

N ~280 R' ~ 0.2276 R' ~0_2272

.'* ....'x

Source: I'arm 323 filings; BfA I'inancial; Host websites; Tree Press Research
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Figure C3:
Dependent Variable ~ Number of Stations per Unique Owner

_ stgniftcant at 10% level, _ slgmficant at 5% leveL = slgmficant at 1% level

OLS OLS

Coefficient Coefficient

(sig wi robust std. error) (sig wi robust std. error)

Market airing a progressive ·0.133

host (0.078)*

Market airing a conservative 0.580

host (0.000)***

·0.0000 ·0.0000
Total market population

(0.641) (0.657)

Percent minority ·0.002 ·0.002

population in market (0.518) (0.547)

Minority-owned station in ·0.230 ·0.239

market (0.020)** (0.015)**

Female-owned station in ·0.219 ·0.214

market (0.007)*** (0.008)***

Market airing BOTH a ·0.129
conservative host and a
progressive host (0.086)*

2.267 2.842
Constant

(0.000)*** (0.000)***

N ~280 R' ~ 0.0989 R' ~ 0.0952

.'* ....'x

Source: I'arm 323 filings; BfA I'inancial; Host websites; Tree Press Research

We also wanted to investigate the relationship between station owner gender or racefethnicity, and the
propensity to air either type of programming. Because there are underlying reasons that dictate the
choice of whether or not to air any of these 11 hosts, it is best to first model the probability that a
station will choose to air any of the 11 shows (selection model), then based on that result, estimate the
outcome - whether a station aired a conservative or progressive host (outcome models). This approach
is desired when dealing with a "limited" variable such as this, where only 12.6 percent of all 10,506
stations aired any of the 11 hosts.
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The selection models was specified as:

shows = a + fidminownsta)i + fi2(femownsta)i + fi3(singleown)i + fi4(localown)i + fisCmktpop)i + fi6(pctminor)i
+ fi'?(starev)i + fis(newsform)i + fi9(talkform), + P.i

The outcome models were specified as:

consta = a + fidminownsta)i + fi'dfemownsta)i + fi3(singleown)i + fI4(localown)i + fis(mktpop)i + fi6(pctminor)i
+ fi'7(starev)i + P.i

progsta = a + fil(minownsta)i + fi2(femownsta)i + fi3(singleown)i + fi4(localown)i + fis(mktpop)i +
fi6(pctminor)i + fi'7(starev)i + P.i

Where

shows = dummy variable for a station that aired any of the 11 shows

progsta = dummy variable for a station that aired at least one of the six progressive hosts.

conmkt = dummy variable for a station that aired at least one of the five conservative hosts.

femownsta = dummy variable for a female-owned station.

minownsta = dummy variable for a minority-owned station.

singleown = dummy variable for a station owned by a single station owner.

localown = dummy variable for a station that is locally owned.

mktpop = the total population living in the Arbitron market.

pctminor = the percentage of a market's population that is of minority racial or ethnic status.

starev = average station revenue for 2004-2005.

newsform = dummy variable for a news format station

talkform = dummy variable for a talk format station

Each model was investigated as a Heckman maximum likelihood model.

The results are presented below in Figures C4-CS. These results generally suggest that minority and
single-station owners are less likely to air conservative programming, and more likely to air progressive
programming. The coefficient for local ownership was not statistically significant in the outcome
models.
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Figure C4:
Dependent Variable = Station Airs a Conservative Host (0 or 1)

_ stgntficant at 1 Yo level_ slgmftcant at 10% level, _ stgmficant at 5 Yo level,

Heckman Maximum Likelihood Estimation Probit

Selection Model Outcome Model

N = 10,506
(= 1 if airs any progressive (=1 if airs a conservative

or conservative host) host)

Coefficient Coefficient

(significance) (significance)

Minority-Owned Station
-0.195 -0.446

(0.018)** (0.053)'

Female-Owned Station
-0.0310 -0.0048

(0.699) (0.984)

Station owned by Single -0.175 -0.421

Station Owner (0.003)'** (0.007)' **

Locally Owned Station
-0.114 0.112

(0.003)'** (0.324)

Total Market Population -2.66 x 10" -1.48 x 10-7

(0.028)** (0.000)' **

Percent Minority Population -0.001 0.0002
in Station's Market ( 0.346) (0.953)

Station Revenue (2004-2005 -3.46 x 10" 0.0002

average, in thousands $) (0.523) (0.001)'**
1.726

Fonnat = News
(0.000)' **

Format = Talk
1.571

(0.000)' **

Constant
-1.389 1.031

(0.000)' ** (0.000)' **.- ...
Source: Tee Torm 323 fllings; BfA Tinancial; Host websites; Tree Press Research
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Figure C5:
Dependent Variable = Station Airs a Progressive Host (0 or 1)

_ stgntficant at 1 Yo level_ slgmftcant at 10% level, _ stgmficant at 5 Yo level,

Heckman Maximum Likelihood Estimation Probit

Selection Model Outcome Model

N = 10,506
(= 1 if airs any progressive (= 1 if airs a progressive

or conservative host) host)

Coefficient Coefficient

(significance) (significance)

Minority-Owned Station
-0.196 0.552

(0.017)** (0.008)** *

Female-Owned Station
-0.0310 -0.0160

(0.699) (0.940)

Station owned by Single -0.175 0.261
Station Owner (0.003)*** (0.068)*

Locally Owned Station
-0.114 .(J.011

(0.003)*** (0.907)

Total Market Population -2.69 x 10" -1.29 x 10-7

(0.027)** (0.000)** *

Percent Minority Population -0.001 0.0019
in Station's Market (0.344) (0.483)

Station Revenue (2004-2005 -3.38 x 10" -0.0002

average, in thousands $) (0.532) (0.000)** *
1.722

Fonnat = News
(0.000) ** *

Format = Talk
1.581

(0.000) ** *

Constant
-1.389 -0.637

(0.000) ** * (0.000)** *.- ...
Source: Tee Tarm 323 fllings; BfA Tinancial; Host websites; Tree Press Research
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